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CHAP!ER I 
THE PROBLEM 
1. Purpose and Source 
Problem stated. It is the purpose of this stud7 to 
prepare a program to arouse the people of Nodaway County, 
Missouri to a realization of the need to adopt the school 
reorganization plan set forth by the state. 
source. In 194~ the State of Missouri adopted a new 
constitution. Senate Bill No. 30~ which proposed a general 
reorganization of the schools of the state was enacted by 
t .he 64th General Assembly, pertaining to reorganization of 
school districts, and became operative on July 18, 1948. 
There is hereb7 created in each county of Missouri a 
county board of education. The county board is elected 
b7 the existing school board members of the several dis-
tricts within the county. This reorganization of schools 
requires a consolidation of the present small county units 
into a number of larger units. It is the duty of the 
Nodaway County School Board to reorganize its present high 
school and rural school districts. It completed its plan 
which was approved by the State Department of Education and 
presented it to the voters within the newly formed areas 
of the county on August 16, 1949 9 for their approval. 
-1-
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This first plan of school reorganization was defeated over-
Whelmingly in this election. According to the law, the 
county board nm.st submit a . new plan within two years to 
the voters for their approval or rejection. The reorganiza-
tion, to become effective within a given district, must 
receive a favorable vote from a majority of the voters 
w1 thin that district. This approaching referendum em-
phasizes the need of informing the electorate of the ad-
vantages of the proposed plan. 
2. Justification 
New state requirements. As the present situation 
exists, the children, in some areas, of the State of 
Missouri are not receiving the benefits of a complete pro-
gram of education which is required by the state Department 
of Education. This is due to the limited offering of 
subjects in the small school. Due to small enrollments, 
a number of courses such as vocational agriculture -- home 
economics-- industrial arts, etc., cannot be offered. The 
facilities for this enriched program are impossible under 
the present conditions. If financial resources were pooled 
through consolidation of adjacent areas, a well-rounded 
program would be possible. 
Local opposition. Public opinion is against this pro-
posed plan of the Nodaway County School Board, and the pub-
lic must be fully informed of the advantages of the new plan. 
- -- -===-=-=-=---=--=--==-=--- == ---=n==-==--l 
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This information can best be given to the public by certain 
recognized publicity technics. With the thought in mind 
that there will be public opinion against the proposed plan 
of the :Nodaway County School Board for reorganization, and 
that several publicity technics of established effective-
ness will be determined, it is assumed that the opinion of 
the voters of area No. 1, Nodaway County, Missouri, can be 
changed by the use of these technics. Public opposition 
may or may not be due to a misunderstanding of the benefits 
to be derived from the plan. It is possible that no change~ 
in public opinion can be brought about. It is the conviction 
of those most responsible for the administration and super-
vision of the Nodaway County Schools that this misunder-
standing of the benefits to be derived from the plan of 
reorganization can be overcome by the presentation of the 
facts through the use of established technics of publicity. 
3. Scope 
Four publicity technics. This study will concern it-
self with the following methods of informing the patrons 
of the high school and ra.ral school districts in Area :No. 1 
of Nodaway County, Missouri, of the advantages of the en-
riched curriculum provided in the plan of reorganization 
proposed by the county school board and about to be pre-
sented to the voters for their approval: 
1. Printed materials 
===-=-- ~~=---------==. 
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2. Group meetings (a) Lectures and informal talks 
(b) Panel discussions 
3. Visual aids 
4. Public opinion polls 
In limiting the scope of this study to the technics listed 
above, due recognition is given to the value of the radio 
as a publici cy medium. It is not included in this stud.J' 
because no radio broadcasting facilities are available in 
:Nodaway Co1mty. 
Research procedures. The research procedures will 
consist of a survey of literature concerned with publicit7 
technics in school administration, a survey of current public 
opinion in Nodaway County', and a survey of the results of 
publici t7 experiments in other communi ties. Also, a sum-
marization of the findings in each case will be given. 
Procurement of data. The data will be concerned with 
reports of polls of pablic opinion in school reorganization, 
lists of publicity teobnios usable and useful in this situa-
tion, and lists of communities which have successfully con-
ducted similar campaigns. In order to procure these data, 
polls of public opinion concerning reorganiZ$tion will be 
planned. Lists of publicity tecbnics useful and usable in 
this situation will be made. The survey of present publ.ic 
opinion Will be handled in two distinct steps: (1) a survey 
of the literature dealing with experiences of other states 
and oomm1mities inaugurating similar reorganization pro-
grams, and (2) preparation for taking a poll of public 
~========~,·=~~-~==-=·===--~~~~~-~--=-==========================9~======== 
opinion in Area No. 1, Nodaway Co1m.ty, Missouri. The study 
of public relations tecbnics will be handled in three dis-
tinct steps: (1) a study of the literature on technics 
used to sell school reorganization plans, (2) a study of 
technics used in fields other than school reorganization, 
but in the field of education such as school elections, 
school bonds and levies, to determine methods used in selling 
these programs to the public, and (3) a study of public re-
lations methods used in fields other than education to de-
termine what itemized methods can be used in this situation. 
Analysis of data. It is assumed that a oarefu1 analysis 
of present publio opinion will result in finding specific 
objections which now eXist in the minds of the voters and 
the specific points in favor of the plan already accepted 
by the voters. The various public relations technics will 
be studied in order to determine those methods which can be 
most readily adapted for use in overcoming these existing 
objections and in strengthening further public support on 
points alrea~ known to be accepted. 
A newly developed program. This study will formulate 
a complete program of public relations designed to bring 
about the necessary changes in publio opinion based on those 
technics which the research described above shows to be 
usefUl in this situation. 
-- -=----=·"- - -==-==--=--c·-===-~-= =-~ =====J!f===== 
CHAPTER II 
SUMMARY OF THE LITERATURE 
1. Publicity Technics Used in Fields of Education 
Several technics essential. In attacking the problem 
ot what publicity technics are best suited tor use in the 
field of education, it is clearly indicated that no program 
can be successful without the right tools ~ ~ job. This 
is pointed out in the Twenty-Eighth Yearbook of the American 
Association of School Administrators: 
The effectiveness of school public relations 
is determined in part by the media selected and the 
way they are used. Wise selection and use of pub-
licity devices require, in turn, that educators see 
the relationship between educational interpretation 
and the basic objective of the public relations pro-
gram, which is to maintain a wholesome two-way re-
lationship of school and community. However, one 
medium seldom Will be enough to cover the interpre-
tive needs relating to a given problem, or topic. 
Several media, aptly chosen and developed together, 
usually will achieve the purpose better than any 
single device. 
One of the fundamental considerations of a 
school system in meeting ita public relations needs 
is how to utilize its available resources and facil-
ities, and how to focus them on its own particular 
needs. 1/ 
The article continues by pointing out that in some 
communities the needs for financial support are foremost, 
~ "PUblic Relations for America's Schools," Twen~-Eighth 
earbook, American Association of School Administr~ors, 
1966, p. 2'15. 
fi 
'--· 
while in another co!lllluni ty the emphasis !D8.J' be on ourri oulum. 
Some communities may use the newspapers to attain their goal 
while another community may use the radio more effectively. 
_"The beginning point, then, must be to correlate the school 
system's public relations needs with its available leadership 
!I 
and resources." 
1. Printed Materials 
Periodicals. In connection with the use of periodicals 
~ in school publicity programs Reck states that: 
Most colleges and universities depend on the 
newspapers, magazines and radio for a large share 
of the publicity they receive, yet their relations 
with the men and women in these fields are fre-
quently ver,y poor. ~ese poor relations, except 
in a few cases, will not lead editors to ignore 
stories or articles of interest to their readers ~-
or radio officials to refUse programs which they 
feel would be of genuine interest. But they may / 
have some bearing on the position a story gets or 
the time a radio program is assigned. More im- I 
portant, they may prejudice editorial support for 
an institution and its progrgm or reduce the co- 1 
operation received from radio stations or chaine. 
Daily, Weekly, Sunday newspapers. The importance of 
newspapers in a school's public relatione is very well de-
scribed in the Twenty-Eighth Yearbook of the ASSA. ~ 
Newspapers carry reports of school activities 
in nearly all school districts, and receive a large 
!/ TWenti-Eiibfh Yearbook, Loc. cit. 
3/ W~ Emerson Reck, Public Relations. New York: Harper and 
~rothers, 1946, p. 124. 
!/ Twenty-Eighth Yearbook, ~· oi t., p. 283. 
===- ---
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share of all the information which the schools 
prepare for distribution. In planning press re-
leases, many special types of stories should be 
included: straight news; editorials; paid ad-
vertisements; a regular column of short items; 
the school page; fillers; special issue articles; 
human interest stories; reports ·of the activities 
and accomplishments of pupils or staff members; 
travel of students and facul t,v; history of education 
in the local community; departmental features; and 
reprints of briefs of articles from professional 
magazines wlich either feature or were written by 
local staff members. With the assistance of the 
newspaper editors, a comprehensive news release 
program should be planned and maintained as a 
service to the community. 
The article suggests a check list of questions to aid 
in identif)ing a good news stor.y: 
1. Is the news of public interest? Is it pertinent? 
2. Is the article clear in meaning and intention? 
3. Are the facts correct and complete? 
4. Is it organized to encourage and facilitate reading? 
5. Is it direct and coherent in style? 
6. Is it written in the third person and in the 
language of the layman? 
7. Does it include the names of familiar personalities: 
students, staff members, school directors, lay 
leaders, or others? 
a. Does the topic of the article relate to other 
activities, accomplisbments, o.r interests of the 
individuals or schools concerned? 
9. Does the article point to a contemplated plan of 
action? 
10. Is the article a significant step in the over-all 
interpretive program of the school system? £1 
General maijzines. In connection with the use of 
magazines Reck suggests that: 
Publicity through quality magazines is mu.ch more 
§) TWenft-!ishth Yearbook, ~· cit., p. 284. 
~ w. Emerson Reck, Colle~e Publici~ Manual. 
Harper and Brothers, 194 , p. 56. 
New York: 
===Ill---~-===-=--=- ·- ---
difficult to achieve than through ne•spapers, but 
its ver.y nature makes it one of the major goals of 
ever.y publicity office. First of all, such pub-
licit,y is more likely to emphasize interpretation 
and to give a detailed picture. Moreover, this 
type of publicity is more permanent in nature since 
libraries and even many families keep their better 
magazines, often in bound volumes, year after year 
and refer to them repeatedly. 
He also points out types of magazine content; (1) 
general interest articles, (2) specialized articles, (3) 
fiction, (4) illustrations, (6) news items, (6) letters, and 
suggests that the numerous kinds of magazines should be 
carefully studied in order to be able to pave the way for 
success in the effort to break in to the magazine field. 
The study of magazines can be carried on best 
by actual reading or scanning of publications. In 
addition, the publicist will find a reference book 
like "The Writer's Market" an invaluable a~d since 
it not only lists all types of magazines, but also 
gives a paragraph of information on each publica-
tion's interests. "Ayer's Director,y" is valuable 
as a source not only of general but classified lists 
of magazines, house organs excepted •••• "America's 
Educational Press" yearbook of the Educational Press 
Association of America, lists educational publica-
tions issued in the United States. !/ 
Pamphlets. The part that pamphlets, folders and booklets 
play in a well-rounded program of publicity is pointed out 
§) 
by Wright : 
Special folders, pamphlets, and booklets may 
be issued from time to time to serve emergency pur-
poses, or they may be issued periodically to explain 
!J w. Emerson Reck, 2E• cit., pp. 68-59. 
~ Mil ton Wright, ~ to Get Publicity. New York: McGraw-Hill 
Book Company, 1935, pp. 3~. 
various phases of your public relations program. 
In either case, you are likely to have an attentive 
audience. Such printed matter usually finds its way 
into the hands only of persons who are interested 
and who will peruse the contents more or less care-
fully. There are a number of advantages that folders, 
pamphlets, and booklets possess over other methods 
of publicity. You can select your audience withal-
most perfect accuracy; you can present your stor,y in 
greater detail than any other method. You can make 
your message as elaborate and as long as you wish; 
you can illustrate it with photographs, drawings, 
and charts. You have & medium in which you can ex-
press yourself carefully and preciselY'• You have a 
medium that carries your message in enduring form. 
You also have a medium that enables you to correct 
misinterpretations which may have been conveyed by 
other channels of publicity. y 
Form letters. The Twenty-Eighth Yearbook of the AASA 
reports that: 
A school system often is judged by its corres-
pondence. Every letter should be a model in form, 
organiza.tion, and courtesy. A specific form should 
be adopted and followed b7 every secretary. School 
district stationer.y should be printed in good taste, 
on the best quality bond paper. The headings should 
be simple, including the name of the school district 
and identifying address. Questions requiring careful 
consideration are: How many names of individuals 
should appear on the official stationery? • • • 
During a 7ear a school system sends out many 
form letters for specific purposes, over the signa-
ture of the superintendent or building principal. 
Such typewritten or mimeographed letters should 
receive the same care and attention given to daily 
mail. A file or form-book of special purpose letters 
should be maintained, to facilitate the drafting of 
similar future letters and to serve as a record of 
the service. 
'lj TwentY-Eighth Yearbook, .£R• ill• , PP• 291-292. 
~======lh~~- -----
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Books. The value of building a working library is 
' 10/ 
brought out in the !rwenty-Eighth Yearbook of the AASA. 
WEver.y School district, regardless of size, needs a well-
selected bookshelf of public relatione materials. Such a 
· library shoul.d include: 
1. A good manual of sty1e 
2. An unabridged dictionary 
3. A copy of Roget•s "Thesaurus" 
4. Various current educational directories of: local 
school districts; county school systems, the state 
school system; and the nation's county and city 
school officers. Copies of directories for a 
few .years should be filed for reference purposes. 
5. Various professional manuals; the state school 
law; state financial apportionments; other pub-
lications of the state and county school depart-
ments, and college catalogues. 
6. A file of sohool district publications and copies 
of all reports, bulletins, and booklets. 
7. A complete record of local school publications 
and materials supplied for publication which list 
on file cards the author's name and the dates, 
subjects, and the publications or radio stations 
which carried the items. 
B. Permanent clipping books, which include all arti-
cles and radio scripts produced. These books 
should be a.rranged according to main areas and 
indexed for reference. 
2. Group Meetings 
Lectures. A fine example of the use of the speakers' 
11/ 
bureau is explained by Edward D. Whittlesey in the book, 
College Publicity Manual. While the author refers to the 
~ 1Q/ Tienty-Eii!ith Yearbook, .2R.!., cit., pp. 303-304. 
11/ Edward D. Whittlesey, Oolllffe Publicig Manual (Edited 
D:jw. Emerson Reck) New Yori: rper and rothers, 194B,p. 99. 
I 
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college publicity program, nevertheless it is applicable to 
all phases of the educational public relations programs. 
He reports: 
Other than person-to-person contact, no more 
effective means for controlled publicity is open 
to a college than through the representatives of 
its speakers• bureau. Platform personalities can 
assist effectively in fund raising, in student 
solicitation, in monetary crises, and in many in-
direct ways. The platform_ program can help in 
building good will, in winning the cooperation 
of outside groups and in promoting understanding 
of the services, functions, philosopby, and poli-
cies of the college. It can make friends-- and 
it can lose them. 
A constructive program of publicity from the 
platform is a great deal of work, and it should be 
undertaken only with the blessing of the college's 
administration. This blessing, moreove~, should 
include more than a wGo ahead" sign; absolutely 
essential is a budget which will cover the. costs 
for postage, dignified announcements, and adequate 
secretarial help. 
Panel discussions and conferences. One of the best 
examples of the sound use of group conferences and dis-
12/ 
oussions is pointed out by Bamsberger. He believes that 
more interest in these discussions can be created by holding 
press interviews prior to publicity releases. This plan is 
applicable to programs other than press releases and can be 
used ver.y effectively in sound educational public relations 
in selling plans to groups of people that are vitally con-
cerned with school problems. 
~· Jack Bimsberger, How to Make Publicity Work. 
eynal and Hitohcock,~48; pp. 47-48. 
New York: 
"11 ' 
\ 
He suggests: 
When hie organization has an announcement of 
real importan~e to make, the publicity representative 
makes preparation for a conference of organization 
leaders and press representatives. His first step 
is to make certain that the spokesman for the organi-
zation is well acquainted with the subject which he 
wishes to diseuse. The next step is to reach a de-
cision as to how many and which adv.isors to the 
spokesman are to be present a.t the conference. Seldom 
can one individual be prepared to answer any question 
which may arise concerning any of the many phases of 
the primary subject. To avoid embarrassment and in-
sure expeditious bandling of the conference, it is 
wise to have specialists on hand who are qualified 
to answer, in the name of the spokesman, technical 
questions which may be asked by the reporters. The 
third step for the publicity representative is to 
prepare a 'handout' for the press representatives 
who will attend. As the name implies, the handout 
is a swmmar,y of the subject to be diseuaaed which 
will be handed to the press at some point in the 
conference. 
Direct contact. The Twenty-Eighth Yearbook of the 
AASA points out very definitely the importance of direct 
contact in good public relations by making the statement, 
~ere Public Relations Start", and continues with: 
School public relations are as old as teaching 
itself. They began when the first pupil faced the 
first teacher in the first classroom. They are also 
basic and inescapable. Those who work in education 
have public relations simply as the natural result 
of the contacts of teachers and other members of the 
staff with pupils, parents, and others in the com-
munity. As has been stated and re-emphasized in 
other ohspters, a schoo1's pub1ic re1ations consist 
of what people think about the school staff and pro-
gram, and how they value them and what they are trying 
to do. Their attitudes about schools, teachers, and 
education are vital products of teaching. Unfor-
tunately, superintendents, principals, and teachers 
.., • .i 
too often are blissfUlly unaware of, or at least 
complacent about, what the community thinks of them 
and the schools until some explosive incident reveals 
the depth and intensity of community feeling. These 
community attitudes, however, begin to take shape 
from the day the child first enters school. Ever.v-
tbing that happens in school between teacher and pupil 
and principal and parent from that moment builds the 
attitudes which, in the aggregate, constitute public 
relations. It is here at the source, in the daily 
interaction of pupil, teacher, school, and community 
that the most lasting and vital public relations at-
titudes are built. Today, the schools are building 
their public relations for tomorrow. 13/ 
3. Visual Aids 
Motion pictures, slides and film strips. Douglass w. w . 
Killer, points out the effectiveness and the uses of the 
motion picture and film strips. He states: 
Effectiveness of the screen as an educational 
medium in wartime training programs served to ac-
centuate an already strong trend toward its use 
as a purveyor of facts and ideas. As a consequence, 
schools and colleges, as well as business and indus-
try, are finding an increasingly large use for mo-
tion pictures, strip films, and slides. The screened 
pictures possess two inevitable psychological ad-
vantages. The illuminated screen in an otherwise 
dark room provides a natural focal point for highly 
concentrated attention. Then, too, the "picture 
sbow" has a pleasurable connotation. The motion 
picture with sound has a two-way audience impact 
in bringing the same story to the eye and ear simul-
taneously. 
The step from considering the use of the . screen 
as a teaching device to analysis of its effectiveness 
for publicity and public relations purposes is short 
W TWenty-Eighth Yearbook,~. oi t. , pp. 155-156. 
14/ Douglass w. Miller, Colle; Publici~ Manual. (Edited by 
r.'Emerson Reek). New York:rper and rothers, 1948,pp.86-
87. 
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indeed. Even though the new purpose is that of 
creating a good -impression of selling a specific 
idea, the first step toward the goal must be that 
of informing, of teaching. The public relations 
film will be planned to inform, to interpret, to 
promote, or, perhaps, to attain all three of these 
objectives. But certainly if it is to interpret 
or to promote, it must first inform. 
Although motion pictures are the principal 
screen medium used by colleges and universities 
for publicity purposes, slides and slide films 
may be used to a similar end. • • .Slides have 
been outmoded by the development of the film 
strip. 
The glass slide with a single picture is 
widely useful for instructional purposes, but 
for publicity uses it can not match the advan-
tages of the slide film. Glass slides are more 
fragile than film and require much more care in 
handling and in shipping • . Individual slides get 
out of proper sequence more easily also, fre-
quently forcing a halt in the performance or 
lecture while the proper elide is found. Sound 
can be closely synchronized with slide film While 
no comparably successful device has been developed 
for use with glass slides. Film is less bulky than 
glass and can be stored more easily. 
Exhibits and posters. E. Roes Bartley~rings out 
the important use of displays and exhibits in telling the 
story of education to the public. He writes: 
~he increased use of visual aids material 
during World War II has naturally accentuated 
the value of displays and exhibits as a means 
o:t telling the story of higher education. As 
yet, however, these media are not being used 
as extensively or effectively as possible, in 
many cases for lack of understanding relative 
to procedure and costs. They are not, or need 
not be, an expensive means of telling a story, 
1~/ E. Ross Bartley, Colle~e Publicitz Manual. (Edited by 
17Emerson Reck). New !or. : Harper and Brothers, 1948, 
pp. 129-131. 
- r-
although they do require ingenuity of a high order 
and careful plamling if they are to achieve maximum 
results. 
He continues by reminding the publicists that these 
questions should be kept in mind in considering the use of 
these media in his program: 
1. What can we display or exhibit? 
2. Where shall we display or exhibit? 
3. When shall we display and exhibit? 
What constitues a good exhibit? Generally it 
should tell a stor,v clearly and simply, attract 
attention, arouse interest, create a desire, and 
inspire action. A set of photographs on poster 
board, one of the simplest forms of exhibit, is 
unlikely to meet more than one or two of these 
qualifications and may even reflect adversely on 
the exhibiting institution. 
Posters are a form of exhibit and come under 
the same rules as to simplicity and use of color. 
The most common mistake in the use of poster ad-
vertising is the tendency to tr,v to tell too mnch. 
Observance of circus posters will provide a guide for 
poster making, particularly in the use of color and 
the absence of lengthy copy. • • • Pictures and/or 
drawings and words not sentences, make a good poster. 
• • • No rttle can be laid down for the timing of 
posting, as timing naturally varies with the ob-jective sought. 
Pictures. John P. DeOamp~rings out some interesting 
suggestions on the use of pictures in the public relations 
program. He emphasizes: 
References to the use of photographs are 
frequent in many sections of this manual. This 
repeated pointing to the value of photographs in 
publicity serves to emphasize that the picture is 
14/ John P. DeCamp, College Publioit~ Manual. (Edited by 
W7Emerson Reck) New York: Harper an Brothers, 1948,p.l35. 
one of the publicit~ officer's most effective tools 
for popularizing information and aiding interpretation. 
Even when a shortage or the high cost of newsprint 
compels a reduction in the number of newspaper pages, 
the alert editor is always in the market for a good 
picture. 
In fact, the picture-- still or motion-- is not 
only a publicit~ tool in itself; it also marches along 
hand in hand with practically all of the other pub-
licity tools. 
4. Public Opinion Polls 
gueetionnaire. A good example of the use of the quea-
17/ 
tionnaire is brought out b~ Reck. He suggests: 
Colleges and universities often have lees 
than maximum public relations through their various 
policies as a result of failure to make full use of 
the public's experience and interest. There is good 
reason to believe that parents of seniors, for example, 
might be asked to give their reaction to the teaching, 
guidance and inspiration which their sons and daughters 
received while attending a particular college, along 
with suggestions as to how the institution could have 
given greater service, etc. Returns from a carefully 
worked questionnaire or form interviews with parents 
might a.o a great deal to help a college eliminate 
weak spots and take advantage of strong ones in its 
staff and program. 
18/ 
Arthur L. Brandon writes: 
Excellent materials for publicity purposes 
often result from questionnaires and polls. They 
lend authenticit~ even when the results they gather 
are no more than opinions or attitudes, which after 
all, are the factor with which the publicist mnst 
frequently work. The American College Public Rela-
tions Association has seen in the publicizing of its 
own work that its questionnaire surveys be.ve produced 
more trunk line coverage than any other projects it 
has undertaken. 
!!7 W. Emerson Reck,~· ~., P• 199. 
18/ Arthur L. Brandon, College Publieip: Manual. (Edited by 
~Emerson Reck). New York: Harper an~rothers, 1948, p.21. 
' 
In preparing the questionnaire or poll the 
objectives of the inquiry should be clear, and 
simple methods of tabulation should be evolved. 
And the publicist must, by all means treat the 
answers honestly even though they may not have 
conformed to his expectations of what they would 
be. 
1
,1 meet interview. ~ Twenty-Eighth Yearbook of the 
AASA cites this example of the use of the direct interview 
I! 
II I 
I, 
II 
in a public opinion poll; 
In a survey of opinion in Pittsburgh, college 
students were employed to interview citizens to 
determine their attitude toward several proposed 
measures for improving the educational program and 
toward the public relations program. Carefully 
worded questions were used to guide the interviewer 
and answers were recorded as "unfavorable", "favorable", 
or "no opinion". Other questions made it possible 
to identify the opinions of those interviewed by 
group affiliation, such as native or foreign born, 
grade of schooling attained, taxpayer, or non-taxpayer, 
home owner or renter, occupation, economic status, 
employed or unemployed, geographical location, in 
the community, cbnrch affiliation, and political 
party. Of the persons interviewed, two-thirds 
approved the schools' publicity program. The study 
revealed widespread ignorance of the tax policy and 
financial issues. 
!1!! Twenty-Eighth Yea.rbook continues with an important 
point concerning opinion polls : 
If proper sampling technics are employed, opinion 
polls afford a cross-se~ional view of public opinion 
at any given time on any educational issue, practice, 
or proposal. They indicate the true strength of the 
demand for certain types of educational services or 
for changes in educational practices. They reflect 
the attitudes of different groups on specific issues 
or questions and, therefore, indicate where public 
relations efforts need to be altered or improved. 20/ 
TWenti-Eighth Yearbook, ~ cit., p. 267. 
~·· PP• 266-267. 
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II. Publicity Technics Used in ~ields Other Than Education 
Teobnios in general use. A survey of the literature in 
the general field of public relations reveals a variety of 
technics among the most common which are: (1) printed mater-
ials, (2) group meetings, (3) visual aids, and (4) public 
opinion polls. Although many suggestions for the use of 
radio were found, they are not pertinent to this study. 
There is no local radio station available in the school dis-
trict for which this reorganization is advocated. 
1. Printed Materials 
Periodicals. In a comprehensive li at of publicity 
21/ 
channels Wright includes the more obvious media, such as 
the daily- and Sunday newspaper, weekly newspapers, general 
227 
magazines and trade publications. Griswold suggests methods 
for using the press in connection with publicity programs. ! 
~ . I' Lesly cites several good examples of the force and effective- : 
ness of the magazine in developing interest used by- large 
concerns of companies. 
Financial World, a trade journal dealing with 
financial aspects of corporations, found an opportunity 
21/ Miiton Wright, !!2:!! to Get Publicity. New York: McGraw-Hill /: 
lfcrok Company, 1935, pp.--s7=!'9'. , 'I 
22/ Glenn and Denny Griswold, Your Public Relations. Jrew York: 
PUnk and Wagnalls, 1948, pp. 32'r-'324. 
23/Pbillip Lesly, Public Relations in Action. Chicago: Ziff-
~vis Publishing Company, 1947, pp.~7-88. 
1 
....._ . 
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for auoh services in the neglected medium of corpora-
tiona• financial annual reports. Although such a 
report is often the most important statement of a 
firm about its activities and resources it bad been 
allowed to stagnate into a dry and seldom read collec-
tion of statistics. 
Recognizing the benefits to every corporation 
and to the reputation of business and industr.v in 
general, of readable and attractive annual statements, 
"Pinanoi&l World" set out to awaken management. 
24/ 
Lesly points out the following effective method of 
attacking this problem: 
A survey of 2, 500 corporation annual reports 
to stockholders and their classifications as (1) 
~oder.n", (2) "Improved" and (3) "Unchanged in the 
decade." From the 1,250 annual reports which quali-
fied for initial judging, 372 brochures were judged 
as "Modern" and earned a "Merit Award Citation"; 
457 booklets and folders were classified as "Im-
proved" and were awarded "Honorabl.e Mention Certifi-
cates." This part of the plan was announced in the 
July 4, 1945, issue of Financial World, and publi-
cized through newspapers, magazines, financial pub-
lications and trade journals. 
Award dinners were planned and invitations were sent 
to the presidents of one hundred corporations whose annual 
reports had been judged "first" and "second" best in each 
of fifty· industries. Proper awards were made to these cor-
porations and their representatives. Press relations and 
publicity: 
Five press releases prior to the Annual Report Awards 
Dinner, and one issued the night of the dinner resulted 
in nationwide publicity for Financial World, carried 
by all three wire services (Associated Press, United 
Press, and International News Service) to hundreds of 
daily newspapers. 
!!J Phillip Lealy, ~cit., pp. 88-91. 
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The objective was achieved as pointed out by Financial 
World, "During the past year more corporations showed im-
provement in their annual reports than in any previous year 
on record. For the first time the percentage of corporations 
clinging to inadequate or abbreviated year-end statements 
was a minority--- leas than one-third of the total." 
Periodicals used in this public relations program were: 
newspapers, magazines and trade publications, news letters 
and digests and house organs and employee magazines. 
Pamphlets. In addition to the use of periodicals, both ' 
2,5/ 
Wright and Griswold recommend the preparation of pamphlets 
for distribution to the clientele. Probably one of the best 
e:mmples of the forcefulness of pamphlets is brought out by 
26/ 
Lesly • ~The American Association of Small Loan Companies, 
after mature consideration in previous years, adopted a 
public relations program for 1945, upon recommendation of 
the Public Relations committee." The committee built its 
program arotmd the primary importance of employee education :I 
in the business with the facts regarding the small loan busi- ll 
ness. A series of eduoational pamphlets entitled "Public 1: 
11 Relatione in Action" was formulated. These pamphlets bear !I
the general title, "Public Relations in Action". Each, with 
its own appropriate sub-title, is directed to the employees 
ID Glenn and Dellll7 Griswold, ~· oi t., p. 543. 
26/ Phillip Lesly, .£R• cit. , pp. 20-22. 
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of small loa.n companies. The first five of this series, 
under the following captions were published and distributed 
prior to the end of 1945: 
1. 
2. 
3. 
4. 
5. 
"Introduction-- and Some Historical Information 
about Lending" 
"The Uniform Small Loan Law Affords Protection 
for Borrowers wi·th Reasonable Profit to Lenders" 
"Small Loans Usually Cost the Borrower a Higher 
Per Oent Bate tban Large Loans" 
"Every .Person in the Small Loan Business Is a 
Public Relations Representative" 
"If We Treat the Other Fellow the Way We Want to 
be Treated-- We Shall Have Good Public Relations, 
Better Business and Better Jobs" 
More than 10,000 of these pamphlets were distributed 
/1 to employees of the companies in the Association. 
d 
And the 
I 
I' 
.I 
plan of distribution consisted of mailing a different pamphlet 
w1 thin the series at intervals of two months so that interest 
be renewed periodically. While the results of this program 
in character are intangible, the committee was assured that 
/1 it did have great effectiveness. The demand for more public 
I 
I. 
I! 
I 
.I 
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relations pamphlet!! is growing all the time. Requests from 
new employees who have heard of the series are received in 
great numbers. A ·number of other State Associations have 
incorporated identical plans and the idea was developed to 
build regional manuals consisting of pamphlets compiled from 
other associations. Two major facts were pointed out by 
27/ . 
Lesly in his summary: 
(1) adoption of a definite, long-range ~ublic 
relations program with stated objectives; (2} effective 
ID Phi11ip Lesly, ~· cit. , p. 26. 
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accomplisbment of a number of the objectives of 
that public relations program during 1946, pr1-
maril7 the program for employee education through 
the publication and distribution of the ~blic 
Relations in Action Series." 
Daily, weekly and Stmday newspapers. Probabl7 the key 
1 to a good public relations program is the press. 
28/ 
Harlow and 
II 
I 
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Black point out: 
Probably the most important tool of public 
relations is the press. • • • 
The newspaper business provides a quasi-public 
service. Nevertheless, at the same time, it is 
operated to make mone7. Most people recognize its 
public responsibility, but not always does ever7one 
remember its profit responsibility •••• 
The public relations worker has a long and 
difficult road to travel before he can win the full 
and heart,y respect and co-operation of the press. 
But it is a good road he must travel. If he is 
alert he will want to travel it,for the sake of 
his institution, the press, public relations, and 
himself. All these forces will benefit from im-
proved relations among themselves. 
29/ 
Ettelson gives three reasons why many press repre-
sentatives fail: 
(1) they do not have the facts; (2) they lack 
the confidence of management; or (3) the company has 
no definite public relations set-up. 
Ettelson continues with a very important point: 
The first failure of public relations men stems from 
their private relations, and until the latter are 
ironed out, they face a bad press. 
A public relations man does not have to have his fingers 
I' 
1! on all the facts, but Ettelson continues, "he should be able 
I, 
I~ i'fo Rex F. Harlow and Marvin M. Black, Practical Public Rela-ons. New York: Harper and Brothers, 1947, pp. 260-252:---
29/ Lee Ettelson, ''Blame Yourself if You Have a Bad Press", 
PUblic Relations Journal, November, 1945, pp. 3-9. 
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to get them promptly and get them factually, not wrapped 
in generalities and double-talk." 
News releases. News stories should be evaluated care-
fully before they are released to the newspapers. Harlow 
'99.1 
and Black · sugge·st another good rule to follow in press re-
lations: 
Don't send out too many releases. Evaluate 
news stories carefully and send a release only 
when there is something of definit.e news value 
to send. Quality will go into the waste basket 
if the editor is customarily flooded with worthless 
stuff. Then, too, don't depend entirely on canned 
news releases or "handouts". 
If something of particular consequence had 
happened, if a company is announcing some definite 
change in policy affecting labor contracts and work-
ing conditions, or has made some revolutionary 
changes in production methods, this is news that 
the newspapers will be glad to get first hand. 
Before attempting to place publicity in the 
newspapers, the public relations worker should be 
thoroughly familiar with the breakdown and depart-
mental classification of the press, so that he may 
reach a specific audience. One type of release 
will suffice for the daily newspaper, while another 
would be more suitable for the Sunday edition. The 
general Sunday section offers excellent possibilities 
for a variety of stories and illustrations, with its 
many sections of aviation, rotogravure, sports, society, 
science, women's page, and other features. The mag-
azine supplement offers splendid opportunities for 
roundup stories, tie-ins with shorter news releases 
that have gone before, and other sections. 
General magazines. Probably no other single medium 
bas been as force:ful as general magazine advertising or 
publicity in the field of industry or other fields of busi-
ness. Through the large circulation and varied subJect 
'@Harlow and Black, ~· cit., PP• 256-257. 
. ! 
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matter covered the magazine reaches into nearly every home 
and business in the nation. Magazine advertising has de-
veloped confidence on the part of the buying public to in-
vest their savings wisely and to expect value received. A 
few of the achievements attributed to advertising by the 
w 
editors of PRINTER'S INK are listed below: 
By heightening consumer desires and demands, 
and awakening new ones, the advertiser has vastly 
stimulated the processes of invention. He has 
given meaning to the machine and provided a con-
tinuing incentive to cheapen the cost of manufacture 
and to bring forth new products. Throughout the 
entire marketing channel he has encouraged and at 
times rendered imperative the use of more efficient, 
less waete:ra.l and faster methods. As products and 
by-products of hie efforts to sell the new products 
at a profit, he has done much to improve the ways 
of life among the people. 
Working hand in hand with the men of science 
and invention, he has lessened drudgery in the home 
and in business itself. 
He has provided uses for the new leisure. He 
has immeasurably increased the standards of cleanli-
ness, and sanitation. 
He bas helped to build and maintain a boay of 
newspapers and periodicals that stands unsurpassed, 
and thereby contributed to the education of the 
most enlightened public in the world. And he has 
helped to make the most informative and entertaining 
system of radio broadcasting that exists anywhere. 
Form Letters. The form letter is fast becoming a 
popular method of selling ideas to the public. It is a 
fast, economical way of getting ideas into the hands of 
vast numbers of people. It is brought out by Melcher and 
New York: Printer's 
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32 
/i Larrick that: 
Ill 
, Form letters are often much more effective 
than printed leaflets and pamphlets, whether they 
li can be mistaken for personally typed letters or 
1
1
.,. not. ,/ For perfectly 1 personalized' form letters, 
indistinguishable from a hand typed letter, the 
I
I Automatic Electric Typewriter may be used. 
I '"'The Mu.l tigraph is perhaps the most widely 
used method of imitating typewritten letters, 
I though a practiced eye may notice that its work 
1/ is too even to be genuine typewriting. 
II -All these methods permit typing in name, address, salutation, and perhaps additional person-
11 ali'zing data • . 
The mimeograph duplicates the letters neatly 
and efficiently without, however, attempting to 
imitate the distinguishing imperfection of type-
writing, mainly, the faint, fuzzy edge on each 
character left by the typewriter ribbon. 
The Multilith can do any letter work that 
the Mimeograph can do; in addition, it can duplicate 
both letterhead and typewriting at the same time 
and handle small photographs, diagrams, etc. 
Form letters can also be duplicated by regular 
printing processes as, for example, when reproduced 
on the first page of a circular. 
In all large cities there are letter shops and 
mailing services equipped to produce letters by one 
or several of the above methods. 
33/ 
Books and brochures. Leely points out a very inter-
eating example of the use of the brochure by the War Adver-
tising Council (now the Advertising Council) that was formed 
shortly after Pearl Harbor to mobilize the power of adver-
tising to help win the war' 
The council is a non-profit organization rep-
resenting all branches of advertising activity; 
3g} Daniel Melcher and Nancy Larrick, Printing and Promotion 
lri'Ddbook. New York: McGraw-Hill Book Company, !'949, pp.139-
141. 
33/ Phillip Lesly, ~·cit., PP• 1-5. 
( .. 
advertisers, agencies, and the major media-- news-
papers, magazines, radio, outdoor and point-of-sale. 
By performing an important public service through 
use of its own resources, the advertising business 
during the war --through activities of the War Ad-
vertising Council-- proved its effectiveness as a 
social force. By marshaling the national forces for 
the universal good, it demonstrated its ability to 
perform ~ socially beneficial task as well as to sell 
goods. 
The objectiv~ in this campaign were: (1) to 
inform the American people of home-front needs and 
to induce them to take voluntary action to meet 
those needs; (2) to mobilize advertising power as 
a means of keeping the people informed; (3) to 
help American business perform an unprecedented 
public service. 
The campaign was initiated with a dramatic brochure. 
The brochure was written by a well-known advertising man who 
had recently returned from a special War Department-Treasury 
mission to Europe. 
The brochure, "Are We Getting a Little Tired of the 
War?" pulled no punches. It compared the sacrifices 
being made by the fighting men with the contributions 
requested of business. It hammered away at the 
theme, "There Will Be No Post-War Until the Last Gun 
Is Fired." The brochure was widely publioizet in 
the trade and general press. Art contained in the 
brochure was made available to advertisers for their 
own use. The brochure was used as a 'take-away' at 
meetings sponsored by advertising clubs and other 
local groups. The 'something new' added to handle 
the heavier 1946 selling job was enlistment of seven 
full-time men, whose services were contributed to 
the council by Columbia Broadcasting System, Crowell-
Collier Publishing Company, McFadden Publications, 
McGraw-Hill Publishing Company, National Broadcasting 
Company, The New Yorker, This Week Magazine and. Time, 
Ino. These men, sales representatives of the highest 
caliber, were attached to the Council Staff. They co-
ordinated the work of the part-time volunteers and 
made calls on advertisers and agencies. 33/ 
Lesly, ~·cit., pp. 1-5. 
·--·--------- -==co..:· =---=-- ---=-======--===-== 34/-
The resu.J. ts of this campaign were listed by Lesly 
as follows: 
1. The progrgm successfully mobilized advertising 
as a major vehicle for conveying information to 
the public. An estimated $200,000,000 worth of 
advertising space and time was contributed by 
American business, to swell the total since 
Pearl Harbor to more than one billion dollars. 
2. Guided business in helping war leaders attain 
the objectives set for major home-front cam-
paigns. 
3. Achieved increased acceptance for its doctrines 
that public service advertising is the best 
type of public relations advertising. 
4. Helped create a wartime information mechanism 
which enabled the nation to fight through its 
first global war with a minimum of computelon. 
2. Group Meetings 
Lectures. The importance of the spoken word in getting 
35/ 
a message across to the public is e-mphasized by Griswold 
who says: "With all the tools available to the public 
tiona worker, there still is no perfect substitute for 
contact." The public speech must be prepared with the 
rela- iJ 
direct 11 
greatest of care to ensure accuracy and carry conviction . 
36/ 
as pointed out by Harlow and Black who report: 
The public relations worker should budget 
the number of speeches, making each one count 
for something, so that when he does release the 
~Phillip Lesly, ~·cit., PP• 9-10~ 
35/ Glenn and De:nny Griswold, E.E.• cit., p. 343. 
36/ Harlow and Black, .2R• cit. , P• 24'7. 
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high lights, the press will realize it has something 
worthwhile. The public relations worker may be called 
upon to prepare speeches himself for top executives. 
He should not attempt the job unless he feels sure of 
himself, for it is a technic that req;uires special 
skill and finesse. It would be better to call upon 
an expert in the matter than to prepare something 
that will do the company more ·harm than good. '-"'The 
speech must have something definite to say, and must 
say it clearly and concisely. Where it ties in with 
some important event already in the news, its value 
for publicity purposes is increased accordingly. 
They also point out the importance of building up a 
speakers • bureau. By doing this the worker will always have 
at hand available competent speakers from various depart-
ments of the company. Herbert Bau~s suggested several 
important steps in building up such a speakers' bureau : 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
Develop a file of research data, including a 
number of prepared talks, or raw material that 
can be quickly whipped into shape. 
Prepare material in advance if you wish to send 
with your speakers certain selected literature 
to use along with slides or motion pictures to 
illustrate your message. 
Develop a list of speakers and their subjects. 
Include fUll biographical data about the speakers, 
photographs and "travel log." · 
1 
r--
Formulate a list of organizations t'b which you 
will offer speakers. / 
Create a pamphlet listing and describin$ your 
speakers; distribute this to your list of poten-
tial sounding boards. 
l 
Promptly fill all requests. And as each request 
is filled, prepare for your publicity follow-up. 
Follow through afterward to ascertain whether the 
organization was pleased. 
I 
I 
'lll/ Herbert M. Baus, Publicity- How to Plan, Produce and 
!race .!!· New York: Harper andlir'Othi'r'S71942, pp.l6r-I'63. 
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The work of the public relations director in smaller organ-
izations, of course, will be somewhat limited, but his prin-
ciples will be the same regardless of the size of the organ-
ization. He should keep ever before him the philosophY. of 
38/ 
the Bell Telephone System, as expressed by Arthur Page: 
"• •• we should constantly infor'l!l the public what we are 
doing, on what basis we are doing it, and what our policies 
are: ••• "We should d9 our own talking directly to the 
public, and not hire other people to talk indirectly for us." 
The public relations worker should choose wisely his speakers 
to see that they are well qualified to deliver the speech. 
He should be possessed with a pleasing "platform" personality. 
He should be able to speak clearly and distinctly and be at 
ease at all times. 
Conferences. Probably one of the finest examples of 
the valuable use of the method of group conferences is 
I 
ll 
/! 
I 
pointed out in the Labor Relations field of industry. Oertain- 1' 
ly if there is any one place where conferences are applicable 
it is in the field of Labor Relations. Where labor policy 
and procedures are to be determined top supervision along 
with the rank and file of employees must meet in group meet-
ings for discussion if the best policy and procedure are 
to be formulat.ed. After the final labor policies will surely 
~ Arthur w. Page, The Bell Telephone System. 
rper and Brothers,~4I::P. 163: 
New York: 
20 
39/ 
arise. Harlow and Black refer to Don D. Lescohier: 
One industrial relations authority has suggested 
a system of foremen's conferences as an effective means 
in this regard. Here would be discussed periodically 
the application of the policy and the experiences and 
problems the foremen had while applying it. Similarly, 
a series of monthly conferences could be held between 
a labor policies board representing management and a 
body of representatives of the union to discuss the 
operation of labor policies. In these conferences, 
however, no grievances or "issues" should be discussed. 
They should be entirely for discussion and mutual ed-
ucation of management and the union, to clear away 
misunderstandings. 40/ 
3. Visual Aide 
41/ 
Motion pictures. Harlow and Black strike the keynote 
in using this very important med11llD for a good public rela-
tions program: 
Of all his public relations tools the public 
relations worker will find the film the most adapt-
able to nearly every need --whether as a medium of 
publicity, in building institutional good will, or 
as an aid in promoting other aspects of his public 
relations program. The old proverb, "A picture is 
worth a thousand words", was never more true than 
in the case of motion pictures. The public rela-
tione worker need have only the slightest knowledge of 
the laws of psychology to realize the tremendous ad-
vantage the film has over other media in presenting 
a message. It stimulates and holds attention; creates 
interest through real life situations; facilitates re-
tention, recall, and recognition; and painlessly pro-
vides a mental "set" as the preliminary background 
of action or behavior. In short, through the film, 
the public relations worker has at his command a.l.l. 
the vast power inherent in audio-visual education, 
ID Harlow and Black, ~· .2!!•, p. 92. 
3! 40/ Ibid., P• 309. 
41/ Ibid., ~· cit. 
by wbich even the most intricate subjects may be 
taught more conveniently, grasped more readily, 
and retained more easily. The film is not only 
the "royal road to learning" for the student,but 
is the queen of media for selling an institution 
and i te policies to the general public. 
Harlow and Blac~make reference to L. Mercer Francisco, 
formerly president of Caravel li'ilms of Chicago who bas made 
a very care:tul study of the film chiefly as an aid to sales 
promotion and for use at dealer conventions. But his remarks 
apply equally well to other usee of this medium: 
The sound motion picture is quite able to serve 
in the place of the theatrical troupe in pro vi ding 
entertainment, for it has all the elements of in-
terestingness •••• Nor does it confuse entertainment 
w1 th interest, but rather provides the one through 
the other. And the interest it arouses is grouped 
entirely around the product, the company, or the 
sales problem. AA ~ 
Harlow and Blao~give the types of films most usually 
1 employed for the different purposes: (a) sound motion pict-
ures; (b) sound slide films; (c) animated cartoons and color 
films; (d) documentary films; (e) co-ordinated or co-operative 
productions, wherein several manufacturers may jointly sponsor 
45/ 
a film for their common interest. Lesly points out the use 
made of the motion picture by the United States Coast Guard. 
The Coast Guard set out to emphasize the part it plays in war 
and peace and set up its objectives as follows: 
1. To build up morale among man of the 
ID Harlow ani! Black, ~· cit., p.309. 
43/ Ibid. ~· cit. 
44/ Ibid. , ~· cit. , PP• 312-313. 
45/ Lesly, ~· .J!!!• pp. 
239-240. 
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1. (cont.) 
Coast Guard, especially those overseas, by 
giving them due public recognition for ser-
vices rendered. To publiciz~ medal winners. 
To bu:$-ld morale of families back home. 
2. To keep material for historical purposes--
written by combat correspondents and pictured 
by combat photographers. 
3. To show to the public benefits of the service 
and to urge young men and women to join the 
Coast Guard in the service of their country. 
46/ 
Lesly continues: 
The Public Information division has built 
extensive libraries of motion pictures and still 
pictures. At the beginning of the war the Coast 
Gaard had no motion picture org&nization and no 
library of motion pictures. At present, there is 
a fine motion picture library covering peacetime 
as well as wartime pictures. Practically every 
phase and operation of the Coast Guard is included •• 
Although the smallest of the four services, 
the Coast Guard '-s exploits beee.me well known in 
this war. Public credit was given the Coast Guard 
for all war phases in which it participated. Such 
credit was obtained largely through efforts of the 
Public Information division. 
Wri~ states: 
Probably there are few better channels than 
motion pictures for putting across to your public 
relations audience a message directly, although 
their use has been limited. The film is the only 
medium which permits you to present a complete, 
interesting, and visual series of facts and im-
pressions before groups of persons gathered for 
the purpose of being entertained or instructed 
or both. 
~Phillip Lesly, ~· cit., pp. 246-251. 
• • 
4'1/ Milton Wright, Public Relations for Business. New York: 
~ttlesey House, 1939, pp. 113-114:--
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Of the usee of motion pictures to make friends for industry, 
Audio Productions. Incorporated, a leading producer, states 
in its prospectus: 
The value of good will is being rediscovered 
by the great commercial organizations of America. 
In the class of institutional pictures may be in-
cluded the type of subject that builds and develops 
general commercial and customer good will. On the 
other hand, another type of institutional picture 
Will spread before the eXisting and potential cus-
tomer the amazing resources of the institution and 
the quality of service it is rendering to the public. 
Exhibits, Pictures and Posters. Maye:S~rings out 
several interesting uses of exhibits in our modern day method 
of getting ideas over to the public. He says: 
Action speaks louder than words in our modern 
exhibits. There is a distinct trend apparent today 
for movement in exhibits, motion in which the specta-
tor participates. This employment of action in ex-
hibits applies quite generally. It may be an exhibit 
to tell a stor.v for gover.nment, to exploit a product 
for trade, to deliver a message in behalf of better 
health, or to stimulate interest in adult education 
or more playgrounds for children, but always there is 
animation to catch the eye and hold its gaze. 
Heightening the interest in exhibits by making 
the men, women, and children spectators take part 
themselves, whether it is merely through pressing 
a button, pulling a lever, or pointing a dial, is 
the new tendency of exhibit planners and builders. 
Spectators' co~operation in exhibits is decidedly 
the new trend. Even our staid museums have caught 
this spirit. It applies whether the exhibit be 
designed for educational, selling or publicity 
purposes. 
It is wise first to examine the kinde of media 
which are available. These are divided into two 
main groupe-- statio or stationary and moving or 
animated. Each of these groups contains the following 
ID Raymond o. Mayer, How to Do Publicity. New York: Harper 
and Brothers, 1937, pp: n-~6. 
"- =-~- --== '===-~-== =-~-=-
types: legends, charts and diagrams, graphs, piotorial 
representations and backgrounds, dioramas, moving pict-
ures and elides, talking moving pictures and slides, 
and modele. 
49/ 
Mayer continues by pointing out one of the most im-
portant aspects of the exhibit, that of the purpose one has 
in mind or what it is that he wants most to tell hie public 
about. 
In designing an exhibit it is advisable to 
consider first its object--- what is the purpose 
of the display? For example, to exhibit the work 
of an organization would require far different treat-
ment than the showing of a factory process or the 
reaul ts of a survey. Having clearly defined the 
object of the exhibit, the theme can then be laid out 
and the medium of presentation chosen. It is very 
necessary to have the theme contain a commanding 
appeal to the observer and to consist of a aeries 
of related facts, each of which will advance the 
stor.y you are trying to tell one step further. 
To be most effective, exhibits should be as 
simple as possible. 
The complete exhibit usually consists of a 
combination of one or more of the types of media 
described above. 
50/ 
Harold P. ~evy in his book, Building !: Popular 
Movement, describes the effective use of exhibits in the 
:Bublic-Relations program of the Boy Scouts of America. 
An exhibit is designed to portray things 
scouts do as scouts. It may highlight camping, 
first aid, air scouting, troop meetings, or any 
of a number of other activities. In size, it 
may assume the proportions of a 1arge diorama 
depicting many aspects of the scouting program, 
complete with figurines, colorful backdrops, and 
descriptive lettering. One of the principal uses 
at !2J Raymond 0. Mayer,~· cit., PP• 218-219. 
50/ Harold P. Levy, Buildinf!: Popular Movement. 
~ssell Sage Foundation, 19 4, pp. 141-142. 
New York: 
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of such material is at meetings and conferences 
of scout leaders. 
4. Public Opinion Polls 
51/ 
A survey of scouting. Ha.~old P. Levy has a very 
good chapter on the measuring of public attitudes. Hie 
subject deals primarily with the business of scouting and 
is a ver.y good example of evaluating a program in order to 
determine what advancements are being accomplished. He 
writes: 
The way to good public relations is paved with 
understanding, and that means cordial and reciprocal 
understanding between the people and the agency or 
organization. The importance of this two-way re-
sponsibility can scarcely be overstressed. It ts 
hardly enough that the public in general, or an:y 
number of the specific public, know an agency, and 
its operations. The story is but partly told unless 
the agency, in turn, adequately comprehends the 
nature of its publics and their attitudes, conceptions, 
and misconceptions about it. 
A sampling of public opinion. Probably the most ef-
fective way to find out what the people think is the simple 
one of asking. And that is precisely what the Boy Scouts 
of America set out to do early in the 1940's when it began 
with new vigor and purpose to tap public opinion o£ scouting 
to check upon what the boy and the man in the street think 
about the movement, and to scrutinize many of its own long-
standing methods of dealing with its various publics. To dig 
ID H8roid l?. Levy, ~· cit., pp. 75-81. 
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out and appraise public attitudes which affect the Boy 
Scout movement, the national organization reconstructed and 
enlarged its research unit and charged its researchers with 
a responsibility that previously had received only a minimum 
of administrative attention; to make qualitative as well as 
quantitative evaluation of scouting. Actually, this whole 
program was conceived as an administrative rather than tech-
nical public relations matter, but its effects proved far 
reaching enough for both. 
The sampling procedure. In the survey of scouting 
made during the summer of 1940 in New York City, the results 
indicated a surprising lack of information among men about 
the objectives, activities, and influences of the Boy Scout 
movement and showed a forceful expression of opinion among 
boys-- including scouts, former scouts, and non-scouts that 
the scouting program needed certain changes, if the interest 
of boys of scout age were to be retained. Made at the in-
stance of scouters associated with the Greater New York 
Councils, essentially for their own information, the study 
involved a total of 260 interviews with adults considered 
financially able to contribute to the support of the move-
ment and 600 boys whose ages ranged between 12 and 18 years. 
Dr. George Gallup supervised the poll. Underlying this sur-
vey was an attempt to find answers to certain specific ques-
tions directly related to public understanding of scouting: 
(1) why more men do not contribute money to the Boy Scouts 
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of America; (2) why more boys do not join the movement; and 
(3) w~ lD8JllT Boy Scouts drop out of the ranks before reach-
ing the age limit. 
Results. Though the results were neither published 
nor distributed generally, they brought smple evidence to 
the scouting organization that further study of public opin-
ion was desirable, and more intensive interpretation of the 
movement essential. For example, the final report, dis-
closed that despite the character-building,good-citizenahip, 
and patriotic motives of the Boy Scouts of America, one-
quarter of the men interviewed failed to recognize them 
and saw "companionship, pleasure, and sports" as scouting' a 
only benefits to boys. Only 28 per cent of the men ques-
tioned stated specifically that in their opinion scouting 
builds character among boys. Only 4 per cent mentioned 
bllt t er citizenship as one of the gains to Boy Scouts. From 
the erose-section of boy opinion also came disclosures of 
concern to the scouting administration. A total of 168 
former scouts who were questioned gave various reasons for 
dropping out of the movement-- they did not like scouting 
or its members or leaders; they tired of the activities; 
other affairs such as school work conflicted, etc. But, 
according to the survey reports, all replies pointed "to 
the need of changes in the scout program that Will stimulate 
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interest among boys in general." As a result, a :now of I' 
freshly tapped public opinion began to reach the national I 
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offices of the Bo~ Scouts of America, and even b~ 1943, the 
effects could gradually begin to be seen-- though modestly--
in some of its public information released nationally; in 
changes made and others planned in order to increase the 
effectiveness of the volunteer training progr~; in new 
interests in the Boy Scout movement detected among certain 
publics; and in other ways. 
III. Publicity Technics Used in Selling Reorganization in 
Other Communities 
The literature in the field of selling school reorgan-
ization in other communities is quite limited. However, 
materials are readily available for selling school bond 
issues and school levies and other school campaigns. The 
remaining discussion will concern itself with technics wbieh 
may be used effe·ctivel~ in any school campaign as well as 
in reorganization campaigns. In order to keep 
of the outlined campaign the order of the four major tech-
nics will not be followed; however, the four major technics 
will be included within the "selling" plans of the campaigns 
listed. 
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The National School Service Institute reports a very 
interesting campaign called, "A Plan of Action--Proposal No. 
2, (Michigan) Adaptable to almost any Campaign." It refers 
@ The National School Service Institute, ·Campaigns. Third 
~inting, Chicago, November, 1948, p. 2. 
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to a proposed constitutional amendment on t~e Michigan ballot 
November 5, 1946. It resulted in voter endorsement with 
nearly 300,000 majorit.f: 
1. Get 50 organizations to endorse. Then give 
wide publicity to the supporters. 
2. Print 20,000 windshield stickers and dis-
tribute two ar more to each teacher. 
3. Print 50,000 to 100,000 of a-page booklets 
"For Detroit's Children" for wide distribution. 
4. Plan a systematic distribution of the 50,000 
copies of "A ~air Share". They could be ef-
fectively used by speakers for distribution 
after their talks. 
5. Have a committee of three (ver.v well picked 
and including one attractive woman) call on 
big firms,such as creameries, and request co-
operative advertising. 
6. Do organize an effective, imposing speaker's 
bureau. 
6A. At the same time start a canvass of organiza-
tions that will schedule meetings or include 
your speaker for a five-minute talk. Plan to 
crash meetings. Go to political headquarters 
daily and get lists of meetings for the day 
and crash them. 
7. Send out press releases to high school and 
intermediate school papers. Point out to 
each release "What the amendment will mean 
to this school." 
a. Urge the Council of Cbnrches to suggest a 
sermon on"Education" before November 5. 
9. Press the dairies for service in including 
a milk bottle collar on each quart the 
morning of November 5. 
·1 
10. Drive hard on something for each teacher 
to do: they might schedule three talks for 
your speaker~s bureau; get one or two organ-
izations to agree to distribute booklets to 
their members; put pressure on their commun-
ity paper or their Michigan home town weekly 
for a free news stor,y which you will furnish 
them; have each teacher request additional 
Windshield stickers; get endorsements for 
Proposal No. 2. Give these teachers a check 
list of mwhat teachers can do to help them-
selves." 
11. Organize a telephone committee. Rave them 
call each Chapter Chairman every third day 
for information: (a) Progress of the Chapter; (b) What help do they need; (c) Suggestions. 
12. Organize "Poll of Opinion." 
teachers for house to house 
proaoh in sampling opinions 
on the street. 
This could use 
or a Gallup ap-
in stores and 
13. MEA (Michigan Education Association) has a 
filmstrip of value to selected audiences. 
14. Get list of organizations, by schools, to 
work the organizations. 
15. Plan carefully for the postcard barrage 
late in the campaign. 
tmMEMBER---IT'S EITHER FISH OR OUT BAIT 
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The National School Service Institute also reports 
technics used in "Mass Campaigns" in California. In this 
campaign the voters of California overwhelmingly voted in 
November, 1944 to amend the constitution of their state to 
increase the amount of guaranteed state elementary school 
fund from $60 to $80, an increase of $15,000,000 a year in 
~Campaigns, op. cit., p. 29. 
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state aid to elementary schools. 
This proposal on the face pf it was a difficult one 
because the people of California knew that in comparison 
with other states the elementary schools had been relatively 
well financed for a quarter of a century. It was recognized 
that unless the people could be convinced that the favorable 
educational position which they enj_oyed was seriously threat- ·1 
ened, they would react negatively to the proposal. 
The educational position of the California schools was 
seriously threatened, because class size was increasing and 
standards were being lowered, due to the employment of so 
many untrained teachers. The slogans used were, "Save our 
Schools" and "For Your Child and Mine Vote 'Yes • on Number 
l'ine." 1! 
The campaign organization consisted of a campaign com- 1\ 
mittee of approximately fifty persons, selected by the 1 
Board of Directors of the California Teachers Association. I 
This group selected a steering committee which was empowered jl 
I 
to proceed. This committee employed a professional campaign 1 
manager and familiarized him with the problem, and gave him 
complete authority to proceed with the campaign. The cen-
tralization of authority cannot be overemphasized. The next 1 
step was to organize local campaign committees in all the 
fifty-eight counties. 
County Superintendents were asked to take the initiative 
in arranging a schedule for volunteer workers for field work. 
A budget was set up based upon three cents per voter. 
Among the more effective technics used in this campaign were: 
I. Endorsements 
a. American Legion 
b. California Congress of Parents and Teachers 
e. California League of Women Voters 
d. California Federation of Women's Clubs 
e. The State Grange 
f. Native Sons of the Golden West 
g. State Lodge of Ea.gles 
II. County and City Committees 
a. Distribution of Literature 
1. Brochures 
2. Folders 
3. Windshield sticker$ 
b. Personal Contacts 
1. Friends 
2. Relatives 
3. Groups 
4. Professional people 
III. Publicity 
1. Press and magazines 
2. Stories of endorsements by prominent leaders 
IV. Advertising 
1. Billboards 
2. Daily and Weekly Newspapers 
3. Movie trailers 
4. Streetcar cards 
5. Moving picture slides 
V. N ewe papers 
1. Editorials 
2. Matter of timing given to releases 
-~t~~~-
VI. Postcard Broadside 
1. 2,500,000 were printed and used. Picture 
of a schoolhouse marked "Closed", printed 
in red on the face of the card. On the 
opposite of the card was a brief stor.y of 
Proposition Number Nine, and urging the 
support of its passage. 
2. Cards were signed and mailed by teachers. 
The effect of the campaign is shown in the fact that 
the proposition was approved by a majority of approximately 
700,000 voters. A poll prior to the distribution of any 
literature revealed that forty-eight per cent of the people 
in Los Angeles County who had made up their minds, were in 
favor of the proposition. Twenty-six per cent did not know 
about the proposal, yet when the election was over, sixty 
It was pointed out in the article 
1
, . per cent balloted "7es". 
1
1 that timing is very important in that the climax of the cam-
11 paign should be reached on eleetion day and not two weeks 
before. 
rhe Edueational Research Service of the American Associ-
ation of School Administrators and the Researeh Division of 
the National Education Assoeiation in its Circular Number 7, 
1947, "Winning School Support at the Polls" received replies 
from nearly 200 school systems concerning Practical Sugges-
tions from SUccessful Campaigns for School Bonds and Special 
"'-----"'* Tax Levies. 
Several of these reports are quoted below: 
York, Penney']. vania. (Population 56,712). Material 
I. 
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:Problem 
To sell a conservative communit.J the idea of 
issuing bonds while interest rates are low. 
Steps in solution 
1. A building surve;y was made b;y members of 
the facul t;y of the University of Pennsylvania. 
2. The school board decided to submit electoral 
loan of $1,750,800 at the November 5, 1946 
election in accordance with surve;y recommenda-
tion. 
Features of Bond Issue Campaign 
1. Excellent newspaper publicit;y was obtained. 
2. Endorsements were signed b;y 75 community and 
civic organizations. 
3. Speakers appeared before 70 organizations. 
4. A motion picture made especially for the 
campaign, depicting the building needs of 
the York School district, was viewed b;y 
20 per cent of the adults of the communit;y. 
5. Full-page newspaper advertisements were re-
produced as poster.e which appeared in shop 
windows and on bulletin boards in industrial 
plants and in churches. 
6. Sixteen programs of 15 minutes each were 
broadcast over two local radio stations; 
numerous spot announcements and plugs on 
commercial programs were made. 
7. A special title plugging the bond issue 
was added to NEA trailer for American 
Education Week shown in all local movie 
houses. 
8. PTA workers distributed copies of a leaflet, 
Facts about the Bond Issue, in a door-to-
door canvass:-- ----
9. School children distributed copies of a 
cartoon booklet, Better Schools for York 
Children, to homes of the commun~.----
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10. An editorial committee of teachers prepared 
attractive materials for pupils to take home. 
Result 
The vote on November 5, 1946, was 11,636 to 4,050 
in favor of the bond issue. 
Battle Ground, Washington. (Population 1,429) Material 
submitted by Carl G. Johnson, Superintendent of Schools 
Washington's school bond election laws require that 
not less than 40 per cent of the number of votes cast 
at the last gubernatorial election be cast on a bond 
issue and that 60 per cent of these votes be favorable. 
~aoed With this requirement and the fact that the 
Battle Ground School District is widespread and en-
tirely rural, our greatest difficulty lay in effectively 
publicizing the coming election. 
Various devices were used~ Mimeograph bulletins 
were frequently sent home with the students; the radio · 
station in nearby Vancouver gave us effectiTe assistance; I 
mass meetings were held in the various Grange halls 
and rural schools within the district. 
Perhaps the most effective device was the prepara-
tion of three printed bulletins showing architect's 
sketches of the proposed buildings and explaining the 
present congestion problem, the proposed solution,and 
the financing of the cost. It was felt that breaking 
the narrative down into three parts assured more 
thorough reading and discussion than if we had attempted '1 
to tell the whole story in one long bulletin. In any 
event, the vote was overwhelmingly faTorable and many 
more than the required votes were cast. 
Peoria, Illinois. (Population, 105,087) Material 
submitted by Melvin G. Davis, Superintendent of 
Schools 
In a special election on February 11,1947, the 
citizens of Peoria voted three to two in favor of a 
"3-Point Plan" for their public schools--- (1) better 
pay for teachers, (2) three more buildings for in-
creased school enrollment, and (3) necessar,v improve-
ments in old school buildings. The following outline 
"' r ~ -
of activities was prepared after the election by 
the citizens' committee on education. 
The citizens' committee first discussed the 
basic material to be used in presenting the three-
Point Plan to the voters, and approved a series of 
questions and answers giving the facts concerning 
the immediate problems of the Peoria Public Schools. 
The committee was unanimous in the conclusion that 
the 3-Point Plan shpuld be presented as wone package" 
and that no one need should be emphasized to the 
exclusion of the others. 
The principal activities which were undertaken 
are listed under appropriate headlines below: 
Printed material 
1. Copies of Peoria's 3-Point Plan for the Education 
of Our Children, consisting· of questions-and answers, 
iire-aistributed. 
2. A speaker's outline was distributed to all 
persons making talks in behalf of the program. 
3. Specimen ballots were secured for distribution 
through various channels. 
4. Cards briefiy describing the 3-Point Plan and 
the three school ballots were secured for dis-
tribution by speakers, canvassers, and other 
workers. 
5. Posters, requested by the railroad brotherhoods, 
were printed. 
6. Reprints of an article entitled "I Was Driven 
Out of Teaching", we·re secured (January issue 
of Nation*s Business) through the Association 
of Commerce. 
7. 
a. 
Pamphlets entitled It Bays were made available 
by the Association 01 ommeroe. 
Inserts describing the 3-POINT PLAN were dis-
tributed to parents with school report cards. 
9. An eight-page booklet, Your Schools Are at the 
Crossroads, was printed~he mailingTiBf 'Or 
the Central Illinois Light Company was made 
available for distribution of 30,000 copies. 
The remaining 10,000 copies were distributed 
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9. (eontinued) 
through other channels, including the mailing 
list of the Association of Commerce. 
10. Four dodgers were printed for distribution 
through the school children during the last 
days preceding the election. Approximately 
16,000 copies of each dodger were distributed. 
11. Most elementary-school principals sent home 
a personal letter on Friday, February?, on 
Monday, February 9, urging parents to vote 
for the 3-Point Plan. 
Newspaper Publici~ty 
1. The Peoria Journal and the Peoria Star each 
published articles, picture storiee:-ind 
cartoons on the need for three new schools. 
2. Spot news was made available daily to both 
newspapers and to radio stations. 
3. The Peoria Shopping News published information 
pertaining to ~e electron. 
4. The Labor Temple News gave favorable publicity 
to the school election proposals. 
5. The CIO Gat gave publicity to the school pro-
posals. -
6. The Railway Trainmen's News carried a complete 
story on tlie school electrOn. 
?. News stories and editorials appeared in several 
school papers. 
Newspaper and Radio Advertising 
1. Two ~-page ads ran in the Peoria Journal and Star. '\ 
2. A third ad of 1/8 of a page appeared in the I 
Peoria newspapers announcing in behalf of 
the Peoria teachers that a satisfactory salary 1 
schedule had been adopted by the board of edu- !'I 
cation based on the passage of the new tax. 
3. A !-page ad appeared in the Peoria Shopping !!!!· 
I' 
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Display ads ran in various school newspapers. ' 
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The AF of L purchased from a local radio sta- I
I 
tion two five-minute periods for talks by 1 
their members urging people to support the 
3-Point Plan. 
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I Other Advertisins 
At the expense of the dairies, 26,000 milk bottle 
collars urging citizens to vote for the 3-Point Plan. 
Posters 
Eighth-grade and junior and senior high school 
art classes produced 400 posters which were distrib-
uted throughout the district. 
Speakers' Bureau 
Machinery was set up to co-ordinate all speaking 
engagements and to furnish speakers for groups re-
questing them. 
Film Bookings 
The film, Pop Rin~s the Bell, was booked for 
twenty showings. Spea eri'"Tn'De1ia.lf of the tax issue 
appeared on the same programs. 
Membership Mailinss 
1. Postcards were mailed to more than 19,000 
members of groups that endorsed the 3-Point 
Plan. 
2. Presidents of all organizations that had no't 
endorsed the program were contacted. 
3. Two mailing pieces were sent to the Association 
of Commerce membership of 3,600. 
4. Letters and postcards were sent to many ohuroh 
memberships by members of their congregations. 
5. Postcards were sent out by teachers to the 
parents of their pupils urging them to vote 
favorably. 
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Public Events 
1. Announcements directed to the parents were 
made at all university and high-school basket-
ball games. 
2. Several schools presented special programs. 
Pre-election Canvass 
1. Mothers' clubs and parent-teacher associations 
of most elementary schools organized a house-
to-house canvass. 
2. Cars were furnished voters who desired to be 
taken to the polls. This group worked with 
the canvassers to bring to the polls those 
who were known to be favorable. 
Meetings with the Faculty 
1. A general faculty meeting was held, at which 
time basic plans for the campaign were out-
lined. 
2. Individual school faculty meetings were held 
to urge a.n all-out effort on the part of the 
teachers. 
3. Several meetings with school principals were 
held to keep these administrative officers 
informed on various activities. 
Teacher Pr.O.~tion 
staff 
1. A mimeographed news type bulletin entitled 
Leaves in the Breeze was sent to each teacher. ;;;;;;..-;;;;............;,. __ _ 
2. A series of eleven mimeographed pep bulletins 
were distributed to the teachers. They were 
highly pictorial, emphasizing one promotion 
idea each day. 
A full-time staff of three, with the part-
time assistance of ten other persons, handled 
all aetivities assigned by the committee on 
education and the superintendent of schools, 
plus those activities that were originated by 
the staff itself. Members of the committee on 
edueation, the superintendent and the assistant 
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superintendent of schools, and other public 
spirited individuals relieved the staff of 
many important functions. 
SUMMARY 
The research described in this chapter bas revealed 
a variety of technics which either have been used in pub-
licity programs or show promise of being useful in bringing 
about the desired changes in public opinion in Nodaway 
ColD'lty, Missouri. 
This comprehensive and varied list of technics is 
su.m:marized in the following table. 
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TABLE I 
TECHNICS USED IN PUBLICITY CAMPAIGNS 
Reorgan-
In In ization 
PUBLICITY TECHNICS Education Other Fields Programs 
I. Printed Materials 
a. Periodicals 
l.Dail7 newspapers 
2.Weekly newspapers 
3.Sunday newspapers 
4.General magazines 
b. Pamphlets 
c. Form letters 
d. Books 
e. Brochures 
f. Windshield stickers 
g. Post card broadside 
h. Specimen ballots 
1. Bulletins 
II. Group Meetings 
a. Lectures 
b. Panel discussions 
c. Conferences 
III. Visual Aids 
a. Motion pictures 
b. Slides 
c. !'11m strips 
d. Exhibits 
e. Posters 
f. Pictures 
IV. Public Opinion Polls 
a. Questionnaire 
b. Direct interview 
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CHAPTER III 
A PUBLICITY PROGRAM 
As a result of the information and the suggestions 
obtained in the library research described in the preceding 
chapter, it is possible to build a well developed and well 
co-ordinated publicity program for promoting the school re-
organization plan as set up for Nodaway County by the State 
Department of Education in Missouri. The material selected 
for this program will be presented in the same order as in 
Chapter II, Parts I and II: 
(1) Printed Materials 
(2) Group Meetings 
(3) Visual Aids 
(4) Public Opinion Polls 
1. Printed Materials 
Newspapers. The story of the school reorganization plan 
should first appear in the local newspaper. This will assure 
the patrons of the school district that the news is proper 
and authentic. The first article should have lists of the 
endorsers of the proposal and statements in general from the 
board of education within the district. The first story 
II 
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should be detailed but not too lengthy and carry the pro-
posal in clear, concise terms. An early appeal for public 
support should be made, baaed on the needs of the community, 
and what the program will do for both children and adults. 
The parents should be reminded that it is up to them to 
insure a good school system by joining or forming groups to 
help improve school conditions. These groupe should find 
out if their schools have the facilities to provide each 
boy and girl with adequate training for life in the modern 
world. The first news article should remind the patrons of 
the district of their responsibility for providing adequate 
training for the citizens for tomorrow. 
The following article has been prepared for publication 
in the Maryville Daily Forwm in Nodaway County, the second 
week in September, 1950: 
COUNTY SCHOOL BOARD RELEASES 
SCHOOL REORGANIZATION PLAN 
At a meeting of the Nodaway County School Board 
held last night at the courthouse in Maryville, the 
final plan for the reorganization of the schools in 
the county was drawn up and released for publication. 
This plan bas been approved by the State Department 
of Education in conformity with the State Reorganiza-
tion Law passed by the 64th General. Aaeembl.y, known 
as Senate Bill No. 307, which became operative on 
July 18, 1948. The plan calls for a consolidation 
of the school districts of the county from the present 
13 high school districts and surrounding rural dis-
tricts into six larger school. unite or areas: Area 
No. 1 combines the Clearmont, Burlington Junction and 
r: 
' . 
Elmo high school districts and 24 rural school dis-
tricts; Area No. 2 combines the Quitman and Skidmore 
high school districts and 4 rural school districts; 
Area No, 3 combines the Barnard and Graham high school 
districts and 20 rural school districts; Area No. 4 
combines the Parnell, Ravenwood and Jefferson high 
school districts and 9 rural school districts; Area 
No. 5 combines the Pickering and Hopkins high school 
1
, 
districts and 20 rural school districts; and Area No.6 
combines the Maryville high school district and 22 
surrounding rural school districts. II 
The following organizations have endorsed the 
proposal of the county board: 
1. The Nodaway County Teachers Association I 
2. The Nodaway County Administrators Association 
3. The Rotary Club 
4. The Ministerial Alliance of Nodaway County 
5. The Nodaway County Bankers Association 
Several of the rural and high school board mem-
bers have voiced their approval of the reorganization 
plan. They feel that, in order to provide a sound 
educational program in the schools of Nodaway County 
the districts must be large enough in area and assessed 
valuation to be able to offer the courses that the boys 
and girls are entitled to have. The local school board 
members who have expressed an opinion believe that 
more actual dollar-for-dollar value can be received 
by combining districts in such a manner that the tax 
load within the new district will be equalized and 
more concentrated dollars will be placed behind each 
pupil. 
The proposed plan of the county board contains 
essential provisions for supplying the educational 
needs of the pupils and the adults of each community. 
Under its terms the number of courses now offered 
will be increased to include the courses so badly 
needed in the rural cozmnuni ty. These courses are 
vocational agriculture which includes the teaching 
of farming methods and live-stock raising, home ec-
onomics to develop skills in cooking, sewing, and 
dress design, and industrial arts to teach the trades 
in woodworking, sheet-metal, and leather-craft. It 
will be possible with these new facilities to provide 
for the first time "special services" for adults in 
the tor.m of night schools. Such schools will offer 
courses in the vocational fields mentioned above and 
also in music, art, and languages. 
'· J 
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I A community can have the kind of a school program 
that it wants. It is up to the patrons of eaeh district 
to determine the things they wish their boys and girls 
to have. The PTA and the Community Clubs within each 
district should study the complete program now offered 
by their schools and compare it with the advantages of 
the new plan. T}l!s group should determine the educa-
tional needs of the community and make suggestions for 
the improvement of the plan to fit the desires of the 
people within their own district. 
The students of today are the citizens of tomorrow. 
It is the responsibility of the parents of these children 
to provide the proper training for these citizens of 
tomorrow. In each of these areas proposed by the county 
board of education there are three distinct groups of 
children: (l) the group that plans to go to college; ( 2) the group tba.t will graduate from high school and 
move to some other community; and (3) the group that, 
after graduation, will remain in the community. With 
which of these groups are mostly concerned? Obviously, 
children in all three groupe are entitled to equal con-
sideration. Wouldn't this new educational program 
assist all three of these groupe to reach their goals? 
A supplementary list of newspaper articles for release 
in the Maryville Daily Forum and other newspapers in the 
county is given below. The title of the article together 
with the tentative dates for release and a brief statement 
of the general nature of e&ch article is shown: 
1. THE SCHOOL REORGANIZATION PLAN CALLS FOR A MORE 
EQUITABLE DISTRIBUTION OF SCHOOL COSTS. 
The cost of heating and lighting one large unit 
would be much lees than operating several smaller 
unite ••••••••• (October, 1950) 
:·2. THE SCHOOL REORGANIZATION PLAN CALLS FOR THE 
SCHOOLS KEEPING PACE WITH THE TIMES. 
The new plan includes methode for teaching the 
Arts and Crafts necessary for modern day living ••••• 
(November, 1950) 
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BETTER SCHOOLS AND BETTER ROADS. 
The program of good schools and good roads must be 
correlated in order to benefit the people in the 
commmnity •••••••• (December, 1950) 
4. THE SCHOOL REORGANIZATION PLAN CALLS FOR 
BETTER QUALIFIED TEACHERS. 
The higher standard of education set by the State 
demands better qualified teachers •••••• (Jsnuary,l951) 
5. THE SCHOOL REORGANIZATION PLAN CALLS FOR 
A SMALLER NuMBER OF SCHOOL DISTRICTS. 
By forming larger and consequently fewer districts 
the number of superintendents and principals will 
be reduced........ (Feb mary, 1951) 
6. THE SCHOOL BEORG.ANI ZATION :PLAN CALLS FOR 
GBEATER PERMANENCY IN LARGER UNITS. 
The enlarged enrollments will guarantee 
a permanent school for the community large 
enough to make it possible to satisfy all 
State requirements for several years to 
come •••••••• (March, 1951) 
7. THE SCHOOL REORGANIZATION PLAN CALLS FOR 
MORE EQUAL EDUCATIONAL OPPORTUNITIES 
FOR ALL YOUTH. 
Each boy and girl regardless of WHERE he lives 
will have equal opportunities for a well-
rounded education ••••••• (April, 1951) 
8. THE SCHOOL REORGANIZATION PLAN CALLS FOR 
BETTER SCHOOL FACILITIES. 
School funds now scattered among the many 
small districts will be concentrated in 
the few areas for more efficient use in 
purchasing better equipment and supplies •••• 
( Ma.y t 19 51 ) 
THE SCHOOL REORGANIZATION PLAN CALLS FOR 
SCHOOLS WHICH WILL PROVE AN ASSET IN 
COMMUNITY DEVELOPMENT. 
Good schools attract desirable people to a 
community and make it a better place in 
-~ _:::::::: ---=--- -=-- ~-- -=- -=---=- ---
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which to live ••••••• {Jtme, 1951) 
10. THE SCHOOL BEORGANIZATION PLAN CALLS FOR 
TRAINED ADMINISTRATORS. 
The enlarge~ districts Will attract profession-
ally trained and experienced superintendents 
~d principals both because of the better 
salaries offered and the professional challenge 
which the new program presents •••••• {July, 1951) 
Board in September: 
Straight News. 
COUIWY ADMINISTRATORS MEET 
COMMITTEE ON OBJECTIVES 
. ENDORSES SCHOOL 
PLAN 
At a recent meeting of the Nodaway County School 
Administrators Aseociation the group went on record 
approving the plan of the County School Board for the 
redistricting of the schools in the county. The p1an 
includes the following points: 
1. Dividing Nodaway County into school areas 
so that all students living in the county 
will be in a high school district. 
'I 
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2. Creating school units which are natural 
community units, including within the limits 
the area from which high school pupils are 
normally drawn. 
3. Combining the present small school units into 
larger units to justify offering a satisfactor,v 
curriculum including such special services as 
Home Economics, Voo6tional Agriculture, and 
Industrial Arts. 
4. Increasing the size of each district so that 
each will have sufficient valuation to provide 
adequate financial aid with reasonable levy 
to support a "Class A" school. 
5. Developing a central high school district with 
adequate elementary facilities conveniently 
located in order that the local community 
interest can be maintained. 
6. LiDdting the teaching load of each elementary 
teacher to less than thirty pupils, each high 
school being able to employ a teacher for each 
subject. 
7. Building a centrally located high school so that 
no high school student will be required to travel 
longer than one hour each way, and elementary 
:pupils one-half hour. 
It was also agreed by the County Administrators Associa-
tion that there is a. definite need for a "Public Relations" 
program in order that each individual in the various proposed 
districts may be fully informed of the needs and costs of 
the school unit in his community. A committee of superintend-
ents was appointed to build this "Public Relations" program. 
A suggested list of "straight news" items is recommended 
for release in the newspapers in the county and shoul.d be 
inserted periodical~ as indic~ted below: 
1. PANEL DISCUSSION HELD AT LOCAL PTA MEETING 
At the regular meeting of the local PTA 
held at the high school auditorium last 
Friday night, a panel discussion was conducted 
on the school reorganization plan which has been 
RB~~~S~ bf9sa' Nodaway county Board •••••• 
- · f 
2. LOCAL LIONS CLUB PLANS CAMPAIGN FOR SUPPORT OF 
SCHOOL REORGANIZATION PROPOSAL 
At a regual luncheon meeting of the Lions Club 
held yesterday a campaign committee was appointed 
to formulate plans for a concentrated drive for 
support of the school reorganization proposal •••••• (Feb mary, 1951} 
3. COUNTY SCHOOL BOARD DISCUSSES SCHOOL REORGANIZATION 
PLAN AT MASS MEETING 
The Nodaway County School Board members were 
present at a mass meeting held in the high school 
auditorium last night. This was an open meeting 
for patrons of Area No. 1 of the county school 
board's school reorganization plan •••••••• (May, 1951) 
4. COUNTY SUPERINTENDENT HOLDS MEETING ON SCHOOL 
BEORGANIZATION PLAN WITH RURAL BOARD 
At a meeting with Ra.ral Boards of Education 
held last night at the courthouse, the county 
superintendent of schools discussed the advantages 
and the disadvantages of the school reorganization 
law ••• ~ ••••• 
(August, 1951) 
The sample article given below should be released 
for publication in the local high school paper early in 
the campaign for school reorganization. This type is 
especially effective at the conclusion of some pertinent 
unit of stu~. The article quoted will appear in October. 
SCHOOL PAGE. 
CITIZENSHIP CLASS 
STUDIES BENEFITS 
OF 
SCHOOL PLAN 
The Sophomore class at the high school has just 
completed a unit of stu~ on "Local government". In 
this study they included a comprehensive analysis of 
the County School Board's redistricting plan. The 
I 
I 
I 
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unit consisted of making booklets outlining the 
advantages of the enlarged districts including 
the new courses to be offered, the increased 
facilities, and the increased enrollments. The 
booklets were quite attractive and were displayed 
in the central hall of the school building. The 
instructor has promised the students that after 
the booklets are taken down from the exhibit , they 
may take them home to show their parents,'lh8 aom-
pleted work and point out to them the advantages 
that were discovered in the study. 
Other suggested items for the school page which should 
be released for publication in the local newspapers period-
ically at the close of projects or unit studies are: 
1. ART CLASSES MAKE POSTERS SUGGESTED BY SCHOOL 
REORGANIZATION PLAN FOR DISPLAY AT PTA MEETING 
2. PEP SQUAD PREPARES SLOGANS IN SUPPORT OF SCHOOL 
BEORGANIZATION PLAN FOR DIS:PLAY AT BASKETBALL 
GAMES 
3. EDITORIALS WRITTEN BY STUDENTS IN JOURNALISM 
CLASS IN SUPPORT OF SCHOOL REORGANIZATION PLAN 
4. STUDENT COUNCIL MEMBERS DISCUSS ADVANTA-GES OF 
ENLARGED ENROLLMENTS PROPOSED IN SCHOOL RE-
ORGANIZATION PLAN 
6. ONE ACT PLAYS GIVEN IN ASSEMBLY PROGRAM SHOW 
ADVANTAGES OF IMPROVED FACILITIES PROPOSED IN 
SCHOOL REORGANIZATION PLAN 
The article below was prepared for release in the 
local newspapers showing the type of "short items" that 
i 
should be effective in the campaign for school reorganization. 
I Every effort should be made by the campaign committee to I 
I 
encourage this type of discussion at various meetings and 
report the news periodically as close to the meeting time 
11 as possible: 
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STUDY CLUB MEETING 
The Community Study Club met last evening at 
the high school auditorium. A very interesting 
discussion on the new school reorganization progrsm 
had been planned by the program committee. The 
entire program for the evening consisted of de-
termining the advantages and the disadvantages of 
the school reorganization plan. The members in 
general felt that the new plan would deftnitely 
benefit their community. They voted to invite a 
member of the county school board to present de-
tailed information about the plant at their next 
meeting to be held the first Monday night in October. 
This meeting will be open to the public and everyone 
is invited to come. 
Other "short item" articles concerning the school re-
organization plan should be released periodically to the 
newspapers and should include reports of discussions of 
the subject carried on tn: 
1. PTA meetings 
2. Rural community meetings 
3. Chnrch group meetings 
4. Service Club meetings 
5. School board meetings 
6. Grange meetings 
The article shown below was written for publication 
in the local newspapers to publicize "increased enrollment" 
which is one phase of the school reorganization program. 
A History of Education in the Community. 
SCHOOL REORGANIZATION PLAN 
CALLS FOR 
INCREASED ENROLLME!!TTS 
In order to carry on an efficient school program 
within the community the enrollment of pupils must be 
sufficiently large to warrant the enriched curriculum. 
It is a well known fact that, under the present condi-
tions in the rural sections of the county, it is not 
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possible financially to improve the schools unless 
pupils are brought together in larger units. We are 
strictly an agricultural area. With modern mechanized 
systems of farming there are just naturally fewer 
families on the farms today than there were a genera-
tion ago. The school population has fallen off so 
rapidly due to this system of farming that many rural 
schools have only one or two pupils as compared with 
twenty and thirty pupils a generation ago. The high 
school districts have shown a decrease in enrollments 
also. Some high schools in our county today have less 
than thirty students. It is not possible to offer 
vocational courses in these schools because of small 
numbers and the resulting high per pupil cost. 
By grouping three or more of these smaller high 
school districts into one central district an adequate 
number of pupils would be enrolled within one school 
and warrant an improved program. Such a school can 
carry on the type of program of which a community 
might boast. Each boy and girl will have adequate 
financial backing through this equalization of the 
te.x dollar. 
Other phases of the program should be publicized 
periodically as feature articles and are listed following 
this article: 
1. SCHOOL :REORGANIZATION PLAN IMPROVES FACILITIES 
2. SCHOOL :REORGANIZATION PLAN WILL DECREASE COSTS 
3. SCHOOL REORGANIZATION PLAN SUCCESSFUL IN OTHER 
COMMUNITIES 
4. SCHOOL REORGANIZATION PLAN IS MODERN PLAN OF EDUCATION 
5. SCHOOL :REORGANIZATION :PLAN WILL IMPROVE INSTRUCTION 
Every possible outlet should be used in placing news 
releases for publication. All daily newspapers and weekly 
newspapers, school publications, and club bulletins in 
Nodaway County should contain news items from time to time 
concerning the school reorganization plan. There are no 
other useful publications available in Nodaway County such I 
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as trade publications, labor organs. 
List of outlets in Nodaway co'llnty. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
a. 
9. 
Maryville Daily Forum (daily) 
Nodaway County Tribune (weekly) 
Burlington Junction Post {weekly) 
Elmo Register (weekly) 
Clearmont News {weekly) 
The Northwest Missourian (weekly Teachers College 
:publication) 
Hopkins Journal (weekly) 
The Rotary News (weekly) 
The high school publications {usually weekly or 
montb1y) 
:I I, 
I 
Newspaper Advertising. Advertisements should be large 'I 
enough to attract attention but avoid full-page advertisements l1 
I because they look too expensive. Use several half and quarter 
11 
page advertisements and make them attractive with large head- · 
lines or pictures. Some of the expense can be absorbed by 
the merchants in the community who are willing to "help the 
causen by using the material submitted by the committee in 
;place of their regular advertising for a given week. Some 
of the merchants would be willing to make roOln for "vote for" 
slogans along with their regular ada. 
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The sample "ad" shown below baa been prepared for use 
in opening the oampaign for sohool reorganization along with 
the first stor.y released in the Maryville Daily Forum: 
DO 
• 
D I I 
DO 
NO. 3 0 '7 
OPENS THE DOOR 
TO A BE1T E R 
FIGURE I 
SPECIMEN NEWSPAPER ADVERTISEMENT 
TO BE USED IN OPENING THE CAMPAIGN 
FOR SCHOOL REORGANIZATION 
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1! The sample "ad" shown below has been prepared for use 
I• 
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!1 the final week of the campaign for school reorganization 
I 
,, 
II 
'I along with the last newspaper releases in the Maryville Daily 1 
Forum: 
IX]~ 
~or 
BeTter s~hoolS 
VoTE IAY:e s~ 
Foti 
Sc.h oo I R eorG:a.h i-z. a..Tiol'f 
IN 
CluG.~S~ 
FlGUBE 2 
SPECIMEN NEWSPAPER ADVERTISEMENT 
TO BE USED IN THE FINAL WEEK IN 
CAMPAIGN FOR SCHOOL REORGANIZATION 
I l 
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Pamphlets. Pamphlets and leaflets are very valuable 
in the campaign for school reorganization. Make these pam-
phlets attractive and use pictorial material in them as much 
as possible. Make one general leaflet do the work and have 
1 t ready for di stri but ion the week of the election. Probably 
the best outlets for distribution would be at group meetings, 1 
lectures, civic club gatherings, PTA or Community meetings, 
and picture shows. The pamphlet should contain one last 
appeal to the voters to adopt an inclusive program for their 
boys and girls. 
A sample of the material that would be appropriate for 
use in this reorganization campaign in Nodaway Count.r is 
given below: 
OUTSTANDING PROVISIONS OF THE PROPOSED PLAN --- -
a. Smaller number o~ school districts 
b. More efficient administration and supervision 
c. More equitable distribution of school costs 
d. Better qualified teachers 
SPECIAL BENEFITS TO BE DERIVED FROM THE PLAN - - - -
a. 
b. 
c. 
d. 
Enriched curriculum 
Special services (including children and adults) 
Enlarged enrollments 
Better school f•cilities I 
I WHAT OBJECTIONS HAVE BEEN RAISED? 
We don't like to see our local district go I a. 
b. 
c. 
d. 
What about the roads? 
Would it increase taxes? 
Our children would have to ride the bus too long I 
l 
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HOW ABE THESE OBJECTIONS OVERCOME'? --- -
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a. Schools must keep pace with modern develop-
ments 
b. Better roads will come when the demand is 
great 
c. There is a poesibilit.J of a slight tax 
increase which would be offset by finer 
school facilities 
d. Pupils would not be on the bus longer than 
one hour, and in most cases, much less. 
VOTE x YES - IN AUGUST 
For.m Letters and Post Cards. Next to direct personal 
contact, an appeal through the mail is probably the best 
method of getting the story across to the voters in the 
community. Prepare carefully a letter, a model in form, 
organization, and courtesy. Use the school district eta-
Make tionery on the best quality bond paper available. 
I' the appeal to support the program brief, concise, and simple. 
,, 
I It is better to have the recipient of the letter a personal 
or near personal friend. The same plan can be carried out 
on the postcard broadside, using illustrations wherever 
,I 
possible, such as the architect's drawing of the new build- I 
ing. Again the teacher or some member of a committee should I , 
sign the card and mail it to a person with whom he is associ- I 
ated in a civic organization, club, or lodge. 
!be material below is suitable for circulation in a 
form letter. 
("' 1t , 
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CLEARMONT PUBLIC SCHOOLS 
CLEARMONT, MO. 
Tom v. Hageman, Supt. 
August_, 1951 
Mr. George Hearn, Pres. 
Maryville Rotary Club 
Maryville , Mo. 
Dear George, 
Did you ever stop to think about America's citizens 
of tomorrow? These children are our greatest asset. It 
won't be long until they will be helping to run the affairs 
of this country. How wel1 they run the affairs of this 
country--- will depend upon the kind of education they 
are receiving right now. 
Make a thorough study of the conditions of the schools 
today--- from the inside as well as the outside. Are we 
giving the children the courses and the special services 
that they need to train them to take their places in the 
world of tomorrow ? 
Support the State's School Reorganization Plan and join with other civic groups to assure it a favorable vote 
in the coming election in August. 
Sincerely yours, 
Paul L. Spuriock,Teacher 
Clearmont Public Schools 
2. Group Meetings 
Lectures and Group Discussions. Probably more actual 
"good for the cause" is done through this medium than by 
any other one method• In the first place, the people are 
assembled of their own accord and with the sole purpose in 
·I 
11 mind of finding 
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plan. The Speakers' Bureau should be "hand picked" and well , 
trained along all phases of the complete school program.able 
to answer all questions concerning the program in a satis-
factory manner. The most effective way for the speaker to 
present his talk is to print in advance an outline of the 
subject matter and give it to each person present at the 
· beginning of the talk for him to follow. Then after the 
talk is concluded, the meeting should be opened for ques-
tions and general discussion. 
The list of speakers and their topics for the campaign 
in Nodaway County, Missouri. is given below: 
President of the PTA--- ARE OUR CHILDREN GETTING TBE KIND 
OF EDUCATION WE WANT THEM TO HAVE? 
President of the Bank---BETTER SCHOOLS MAKE BETTER 
COMMUNITIES 
President of the School-OUR SCHOOLS TODAY 
Board 
President of the Local WE NE$D OUR SCHOOLS ••• OUR SCHOOLS 
Teachers Association-- NEED US 
Rural School Board THE .ADVANTAGES OF SCHOOL REORGANIZA~ 
Member--- TION IN THE RURAL AREAS 
County School Board THE EXPLANATION OF SENATE BILL NO. 
Member--- 307 
The School Patron--- OUR RESPONSIBILITY TO OUR CHILDREN 
Superintendent of THE RESPONSIBILITY OF THE SCHOOLS 
Schools--- IN THE COMMUNITY 
The Scbool Teacher--- WE NEED NEW TOOLS 
President of the State THE FUTURE OF THE SCHOOL TEACHER 
Teachers College---
•J 
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The purpose of these Group Meetings is to educate 
the public concerning the new law, Senate Bill No. 307. 
Through these informal gatherings and the schedule of talks 
given by respected people in the community, it is believed 
that the voters will have a complete understanding of the 
importance of the Bill, and give it a favorable vote at 
the polls in August. The above schedule of talks is out-
lined for Area No. 1, Nodaway County and will be given in 
connection with the regularly scheduled Community Meeting 
held the last Thursday in each month. The talks will be 
scheduled in the order in which they are listed above. 
Direct Contact. Good public relations in a school 
system begin with the teacher-pupil relationship. In this 
plan of school reorganization a great deal can be done by 11 
starting at this point. Be sure, especially with the older !I 
students, that they understand the proposal well enough so :1 
that they carry the correct angles into their homes. Use /II 
home-room time for discussion of the program. The teacher 
should miss no opportunity to go into the home to discuss 
the program with parents, when invited. Under correct 
teacher guidance, the high school students could be formed 
into groups or committees to publicize the school reorgan-
ization ca~paign in the community. 
I 
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3. Visual Aids 
Motion Pictures. There are several films available 
today for use in school campaigns. These films could be 
most effectively shown following a group discussion con-
cerning the proposed school reorganization plan or preferably 1 
I 
at a called meeting expressly advertised as a "Picture Show". I 
A list of three of the most outstanding films to be 
scheduled for the first three community meetings in the 
schools of Area No. 1, Nodaway County, at the opening of 
the school term in the fall, is given below: 
a. POP RINGS THE BELL, available through the National 
School Service Institute. 
A fast-moving film showing how school improvements 
can be brought about once public opinion is 
aroused to the need for such improvements. 
b. THE SIXTH CHAIR, available through the state 
Teachers Association. · 
A drgmatic portrayal of the dangers of complacency 
of the public toward education. 
c. THE FIGHT FOR BETTER SCHOOLS, produced by the 
March of Time and released through 20th Century-
Fox Corporation. 
This film tells the story of the new, nation-wide 
interest in better public schools which bas been 
increasingly apparent since the end of the last 
war. 
Exhibits and Posters. Intermediate, junior-high, and 
senior high school art classes can well be drawn into the 
picture at this phase to make posters for display at the 
school buildings or at strategic places down town. 
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They should be oolorful and depiot important points of 
the oampaign for sohool reorganization. Each olassroom 
should make use of all display space for poster and exhibit 
work, espeoially during the time the building is being used 
for oommunity gatherings. 
A sample poster to be used the final week of the campaign 
,, 
for sohool reorganization in Wodaway County is shown below: 
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FIGURE 3 
SPECIMEN POSTER TO BE USED IN THE 
FINAL WEEK OF THE CAMPAIGN FOR 
SCHOOL REORGANIZATION 
4. Public Opinion Polls 
Questionnaire. A program should be set up to find 
out Wh&t the public thinks and knows about the proposed 
school reorganization plan in Nodaway County. Questions 
should be formulated to find out Who is in favor of the 
plan and who is not in favor of it. Also the replies to 
the questions should indicate to some extent whether or 
not honest answers were received. If the community is not 
too large, every tax-payer within the district should be 
included. If this is not possible, the erose-section type 
of questionnaire should be used. A rather complete sampling 
should be obtained, reliably representing the opinion of 
the community. 
A list of questions to be used in the form of a ques-
tionnaire for the campaign for school reorganization in 
Nodaway county, Missouri, is given below: 
1. Do you know What the proposed school reorganization 
plan is? 
2. Do you know why it is being proposed at this time? 
3. Do you know what changes it will bring about in 
our present educational set-up? 
4. Do you know what advantages will result from the 
proposed change? 
5. Do you know what the disadvantages are? 
6. Are you in favor of the plan? 
Direct interview. A house-to-house campaign should 
"<'iv\ \ carry the questionnaire to the people that are hard to contact 
in other ways such as group meetings or motion picture shows. I 
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The answers shoUld be carefUlly interpreted by the inter-
viewer in marking the answers as "favorable" "unfavorable" 
or "no opinion". This method will also reveal persons who 
~ve no knowledge of the proposed plan whatsoever, and ef-
forts can be made to convert them to the cause. This type 
of approach Will also indicate the true strength of the 
demand for certain kinds of educational services and changes 
in the educa.tional program of the community. 
5. Campaign Costs 
In the preparation of the material in this campaign 
for s chool reorganization, nothing has been written of the 
method of raising money for this purpose. An analysis of 
the technics described will reveal that in spite of its 
comprehensiveness the plan requires very little money in 
its operation. With the exception of the newspaper adver-
tising and the printing of the modest pamphlets described 
for use immediately preceding the election and mimeograph 
paper, there are no costs. The newspaper publicity will 
be obtained without charge, the speakers' bureau will serve 
on a voluntar,y basis, the posters will be prepared as art 
projects in the schools. The films are obtainable gratis, 
stencils for mimeographing will be prepared as routine ex-
ercise material in the typewriting classes. All that re-
mains to be paid for is the paper used in the duplicating 
process, the printing of the pamphlets, and the newspaper 
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advertising. Three local organizations have agreed to 
underwrite these simple projects. The PTA will bear the 
expense of printing the pamphlets, the Home Study Club will 
furnish the paper for the mimeographing work, and the Rotary 
Club has agreed to bear the cost of the newspaper adver-
tieing. 
SlllDlD8ry • In this chapter a publicity program was 
developed specifically designed for use in this situation. 
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Incorporated in this plan were all the varied technics which II 
could be adapted to the local needs and publicity facilities. I 
Detailed plans for using these facilities have been prepared. 1J 
It is the belief of the writer that a good publicity 
campaign can be carried out and satisfactory results obtained 
by use of the methods and examples given above. 
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CHAPTER IV 
SUMMARY, CONCLUSIONS AND LIMITATIONS 
The purpose of this study was to for.mu1ate a publicity 
program for use in selling to the public a plan for re-
organizing the schools of Nodaway County, Missouri. A 
search of the literature revealed four basic media in gen-
eral use in publicity campaigns in educational fields and 
elsewhere. These four were:Printed Materials, Group Meetings ~ 
Visual Aids , and Public Opinion Polls. 
Of the various technics which were brought to light 
in Chapter II, those which cou1d be most readily used in 
the school reorganization campaign in Nodaway County, 
Missouri, have been brought together in one comprehensive 
program. The specific suggestions for the application of 
these technics in this situation have been made. These 
technics are: 
1. Printed Materials 
a. Newspapers 
b. Straight news 
c. Schoo1 page 
d. Short items 
e. A history of education in the comrmm-
ity 
f. Newspaper advertising 
g. Pamphlets 
h. Form letters and post cards 
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2. Group Meetings 
a. Lectures and group discussions 
b. Direct contact 
3. Visual Aide 
a. Motion pictures 
b. Exhibits and posters 
4. Public Opinion Polls 
a. Questionnaire 
b. Direct interview 
II. Conclusions 
The conclusions drawn from the material presented in 
this study are as follows: 
1. Public opinion regarding educational matters can 
be changed through the presentation of the proper materials 
to the people aa shown by successfUl campaigns carried on 
in different communities. 
2. There are many technics of time-tested value 
which can be incorpora.ted in a publicity program. 
3. Careful planning both as to material and as to 
timing is required to insure the maximum benefits from a 
publicity program. 
4. A successful publicity campaign rarely results 
from the work of one individual alone or from the work of 
the administration as a unit. It requires the closely knit 
and well planned co-operation of many individuals and social 
1
1 
agencies in the oonmmni ty. 
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III. Limitations of this Stu~ 
The results of tbis study $re subject to the following 
limitations: 
1. This study has not concerned itself with the use 
of the radio, which is obviously a useful medium in publicity 
campaigns where suoh facilities are available. 
2. The publicity outlets included in this program 
are those which are to be found in any rural agricultural 
community. Consequently, there are no provisions for uti-
lizing the assistance to be received from the professional 
educational editors provided by the metropolitan press. 
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